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fA  g^gjgg 


GRACE  KELLY  //  ACTRESS 


•Tv  \ 


American  Airlines  ^ 


**SS*j@i SSfcfe:: 


Today,  we  reinvent  it 


Sixty  years  ago,  an  American  Airlines  DC-7  took  to  the  skies  for 
the  first-ever  nonstop  transcontinental  service.  It  was  the  most 
luxurious  and  advanced  flight  of  its  day.  Today,  we’re  bringing 
the  legend  to  a  new  generation.  Introducing  our  new  A321 
Transcontinental  fleet.  Enjoy  refinement  and  exclusivity  more 
often  found  on  private  jets,  both  on  the  ground  and  aboard 
the  only  true  First  Class  from  coast  to  coast.  Only  on  American. 


The  legend  is  back. 


aa.  com/reinvented 


JULIANNA  MARGULIES  //  ACTRESS 


NEIL  PATRICK  HARRIS  //  ACTOR 


American  Airlines 


The  legend  is  back. 

We’ve  reinvented  the  exceptional  standards  of  the  first 
transcontinental  flight.  In  our  exclusive  First  Class  cabin,  every 
seat  is  an  aisle  seat  —  and,  for  that  matter,  a  window  seat,  too. 

You  will  find  attentive  service,  as  well  as  privacy  when  you 
prefer  it.  Enjoy  a  personal  library  of  entertainment,  or  drift  off 
to  sleep  with  a  quilted  comforter  in  a  fully  flat  seat.  Sixty  years 
later,  the  legend  flies  again  -  and  it’s  better  than  ever. 

aa.  com/reinvented 


Get  virtualized  up  to 
2X  faster  than  with  VCEJ 

And  get  up  to  2X  the  performance.2  Virtualization  is  designed  to  make  you  more  agile.  Yet,  building 
your  own  solution  can  take  months.  A  VCE  Vblock™  System  100  takes  30  days  to  deploy.  Now,  the 
HP  ConvergedSystem  300  for  Virtualization  gets  you  to  value  in  as  few  as  1 5  to  20  days  —  up  to  2X  faster.1 
Plus,  this  workload-optimized,  integrated  system  delivers  up  to  2X  the  performance  at  25%  lower  cost.2 
So  go  ahead,  stare  down  deadlines  and  accelerate  business  innovation. 

Learn  more  in  Getting  the  Most  from  Your  Virtualized  Data  Center  with  Converged  Systems,  a  virtualization 
business  white  paper  from  Frost  &  Sullivan  at  hp.com/go/convsysCIO 

The  power  of  HP  Converged  Infrastructure  is  here. 


HP  ConvergedSystem  300 
for  Virtualization  powered 
by  Intel®  Xeon®  processors 


'  Based  on  interna!  estimates  made  by  HP  tor  the  standard  production  and  delivery  of  HP  ConvergedSystem  300  for 
Virtualization.  Shipment  times  may  vary  by  country.  Comparison  to  Vblock  1 00: 30  days,  http://www.vce.com/asset/ 
documents/vblock-100-overview.pdf.  November  201 3. 

2  Based  on  HP  internal  testing  of  raw  lOPs.  HP  ConvergedSystem  300  Standard  delivers  6480  lOPs  based  vs.  2520  lOPs 
for  the  Vblock  1 0ODX-3P.  Reference:  http://www.vce.com/asset/documents/vblock-1 00-architectureoverview.pdf. 
Cost  estimated  based  on  estimated  list  prices  for  the  entry  point  for  each.  November  201 3. 

©  201 4  Hewlett-Packard  Development  Company,  LP.  The  information  contained  herein  is  subject  to  change  without 
notice.  The  only  warranties  for  HP  products  and  services  are  set  forth  in  the  express  warranty  statements  accompanying 
such  products  and  services.  Nothing  herein  should  be  construed  as  constituting  an  additional  warranty. 

HP  shall  not  be  liable  for  technical  or  editorial  errors  or  omissions  contained  herein. 

Intel,  the  intel  logo,  Xeon,  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel 
Corporation  in  the  U.5.  and/or  other  countries.  " 


HP  ConvergedSystem  300  for  Virtualization 
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Customers  fighting  your  battles. 
The  next  wave  of  social  media 
goes  way  beyond  counting 
‘likes’  to  deliver  serious  ROI. 

BY  KIM  S.  NASH 


www.cio.com  |  OCTOBER  1,  2014 


FROM  THE 

EDITOR  IN  CHIEF 


Social  Media  Rehab 

Of  all  the  questions  I  ask  CIOs  (and  I’ve  got  an  arsenal  at  my  command), 
there’s  always  one  that  stops  the  conversation  cold.  “So  what  are  you  doing 
with  social  media?”  Um,  me  personally  or  my  company?  “Either.”  Um,  well, 
let  me  think. . . 

That’s  the  moment  when  I  scurry  back  onto  safe  ground  with  a  quick 
topic  switch  to  mobile  strategies  or  (my  current  favorite)  what’s  next  for 
“the  digital  enterprise.”  Sighs  of  relief  all  around. 

CIOs  don’t  like  talking  about  social  media  because  most  don’t  use  it 
regularly  or  see  much  business  value  there.  Even  fewer  are  directly  involved 
in  company  strategies  to  leverage  it  with  customers.  Isn’t  that  what  the 
marketing  department  does? 

Well,  my  friends,  do  we  have  a  must-read  story  for  you.  “Doing  Social 
Right”  (starting  on  Page  30)  will  snap  your  eyes  open  to  the  dramatic 
rewards  skillful  companies  are  reaping  from  some  of  the  most  unstructured 
data  around.  At  the  very  least,  this  story  will  give  you  some  great  talking 
points  for  the  next  conversation  with  your  CMO. 

“Companies  are  using  advanced  social  techniques  to  rehabilitate  cor¬ 
porate  reputations,  uncover  ideas  for  breakthrough  products,  and  figure 
out  what  competitors  are  up  to,”  reports  Managing  Editor  Kim  S.  Nash  in 
her  insightful  story.  Using  detailed  examples  from  Virgin  America,  Wells 
Fargo,  Domino’s  and  Ford  Motor  Co.,  Nash  explores  the  many  nimble  ways 
social  media  goes  “way  beyond  counting  ‘likes’  to  deliver  serious  ROI.” 

Did  we  say  ROI?  Yes  indeed.  Virgin  America  used  a  social  media  cam¬ 
paign  on  Facebook  and  Twitter  to  secure  two  gates  at  the  Dallas  Love  Field 
airport,  outmaneuvering  hometown  favorite  Southwest  Airlines  in  the 
bargain.  Domino’s  rehabbed  its  bad  pizza  reputation  with  a  sustained  social 
media  strategy  that  starts  with  CEO  Patrick  Doyle.  “We’re  listening,  reacting 
to  customers,  and  doing  something  about  it,”  he  says. 

Social  media  can  aid  and  abet  your  company’s  competitive  intelligence 
gathering,  such  as  using  Linkedln  to  track  connections  of  top  salespeople 
at  rival  companies  to  see  what  new  markets  they’re  chasing.  Imagine  add¬ 
ing  an  IT  spin  to  that  info  with  the  addition  of  internal  data  from  supply 
chain,  marketing  and  point-of-sale  systems.  So  what  might  your  company 
do  with  the  right  mix  of  people  from  marketing,  communications  and  IT 
all  thinking  differently  about  social? 

Maybe  that’s  the  question  I  should  have  been  asking  all  along. 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 
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Here  Comes  Gen  Z 

Move  over,  millennial;  it's  time  to  get  ready 
for  the  next  generation  of  digital  natives- 
Cen  Z.  According  to  a  recent  study,  this 
group,  which  is  currently  age  20  or  younger, 

is  less  motivated  by  money-only  28 

percent  of  Gen  Z  said  money  would  keep 
them  in  a  job,  compared  to  42  percent  of 
millennial,  Most  of  Gen  Z  prefers  face-to- 
face  communication  over  virtual  connec¬ 
tions,  and  37  percent  say  instant  messaging 
is  the  biggest  workplace  distraction. 
www.cio.com/article/2601001/ 

How  to  Recruit  Recruiters 

The  recent  IT  hiring  boom  has  led  to  a 
shortage  of  headhunters,  which  in  turn 
is  creating  a  hiring  bottleneck  because 
no  one  is  available  to  vet  job  candidates. 
Rather  than  trying  to  lure  a  busy  recruiter 
away  from  another  account,  Sara  Ferraioli, 
a  partner  at  WinterWyman,  recommends 
using  recruiters  who  are  just  entering 
or  re-entering  the  workforce-they're 
likely  to  get  fewer  offers  and  work  for 
less,  www.cio.com/article/2472773/ 

Conference  Call  Goof-Off s 

Are  remote  workers  really  listening  when 
they  call  in  to  a  meeting?  In  many  cases, 
no.  The  vast  majority  of  respondents  to  an 
InterCall  survey-82  percent-admitted  to 

doing  unrelated  work  while  on  a  call, 
and  63  percent  said  they  had  sent  email. 

But  not  all  distractions  were  so  benign. 
Fifty-five  percent  of  respondents  said 
they'd  eaten  or  made  food,  43  percent  had 
checked  social  media,  and  25  percent 
had  played  video  games.  And  where 
are  they  calling  from?  Answers  included 
the  beach,  a  wedding  rehearsal,  the  closet 
of  a  friend's  house,  and  the  emergency 
room,  www.cio.com/article/2598402/ 


Compiled  by  Senior  Editor  Colleen  Barry. 
To  comment  on  a  story  in  this  issue,  go  to 
www.cio.com/magazine/issue/ 
20141001  or  write  to  lettersdpcio.com. 
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©Michigan  company  focuses  on  making  production 
downtime  disappear.  Beet  Analytics  Technology  is 
committed  to  providing  state-of-the-art  tools  that  identify  and  reduce 
production  downtime  and  significantly  increase  productivity. 
Securing  $1.25M  in  funds,  including  Michigan  Pre-Seed  Capital  to 
help  fund  staff  expansion,  Beet  is  positioned  to  help  take  industry  to 
the  next  level.  "We  collaborate  with  companies  to  make  automation 
easier  to  maintain  and  more  economical  to  operate,"  says  President 
David  Wang.  It's  a  good  example  of  how  solving  a  problem  before 
it  becomes  one  is  Pure  Michigan. 
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FROM  THE  CEO 

Flat-World  Fallout 

In  2005,  Thomas  Friedman's  award-winning  book  The  World  Is  Flat  cham¬ 
pioned  the  transformative  power  of  globalization.  It  highlighted  how  the 
traditional  barriers  of  commerce,  communication  and  politics  were  rapidly 
changing  in  these  early  years  of  the  21st  century,  due  to  the  powerful  impact 
of  the  Internet.  It’s  a  brilliant  work  whose  core  ideas  continue  to  be  proven 
as  the  digitization  of  every  industry  accelerates. 

Yet  the  choppy  global  economy  and  the  roiling  geopolitical  landscape  are 
revealing  some  glaring  examples  of  where  the  flat-world  theory  falls  short. 
In  her  July  7  column  on  Fortune.com,  Becky  Quick  of  CNBC’s  Squawk  Box 
wrote  about  the  rise  of  protectionist  government  policies  worldwide.  She 
noted  how  hard  times  make  national  borders  loom  larger,  “and  the  engine 
that  fuels  this  rush  into  a  global  free-market  economy  can  come  grinding 
to  a  sudden  halt.” 

That  observation  came  just  two  weeks  after  German  book  publishers 
filed  an  antitrust  complaint  against  Amazon.com,  “accusing  it  of  violating 
competition  laws  and  asking  the  government  to  investigate,”  as  The  New 
York  Times  reported.  Globalization  is  a  mantra  that  continues  to  be  chanted 
at  every  business  school,  but  when  times  get  tough,  many  countries  assume 
a  defensive  posture. 

High-tech  hostilities  between  the  U.S.  and  China  over  cyberspying  and 
security  breaches  have  been  escalating  since  late  2012,  when  a  congres¬ 
sional  committee  report  urged  American  companies  to  avoid  partnerships 
with  Chinese  telecom  giant  Huawei.  For  its  part,  China  recently  banned 
Windows  8  from  government  computers— calling  it  a  security  threat— and 
has  reportedly  been  pressuring  its  banks  to  replace  IBM  hardware. 

In  the  U.S.,  we  see  the  rising  popularity  of  “corporate  inversion,”  the 
perfectly  legal  practice  of  American  companies  reincorporating  abroad  to 
lower  their  tax  bills. 

Though  we  may  think  of  the  Internet  as  a  borderless  engine  of  globaliza¬ 
tion,  we  are  now  facing  the  reality  of  the  tangled  ties  woven  by  corporate 
businesses,  government  regulations  and  cultural  differences.  As  cloud 
computing  services  expand,  standards  of  privacy  and  security  will  likely 
be  redefined,  country  by  country.  How  long  will  it  be  before  our  virtual 
borders  are  defined  as  sharply  as  the  geographical  and  geopolitical  ones 
we  live  inside  today? 


Michael  Friedenberg,  CEO 

mfriedenberg@idg.com 
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Among  our  more  than  5,000  customers  are  some  of  the  most  well  respected  companies 
in  the  world.  Stars  in  their  respective  industries.  They  work  every  day  to  deliver  the 
best  possible  service  to  their  customers.  And  they've  learned  how  to  use  technology  to 
their  advantage.  To  find  out  how  these  outstanding  companies  are  using  innovation 
to  deliver  great  customer  experiences,  visit  www.inin.com/Thelntelligent. 
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CENTER  •  STAGE 


Finding  Greater  Meaning 
in  Your  CIO  Work 

"If  you're  the  smartest  person  in  the  room,  you’re  in  the 
wrong  room,”  said  Peter  Weis,  Global  CIO  of  Matson  Navi¬ 
gation  and  a  strong  proponent  of  what  he  calls  “meaning- 
based  leadership.” 

His  talk  at  our  recent  CIO  100  Symposium  gave  the 
350  IT  leaders  in  the  room  a  refreshingly  personal  way  to 
rethink  their  overpacked  schedules.  This  accomplished 
veteran  CIO  of  Fortune  500  companies  and  startups  urged 
his  colleagues  to  create  more  opportunities  to  mentor  up- 
and-coming  leaders  within  their  IT  organizations. 

“You  have  finite  time  and  energy,  and  your  career  is  X 
amount  of  years,”  he  said.  “Focus  on  your  highest  and  best 
use.”  That  approach  fuels  a  more  “sustainable  passion”  for 
your  work,  he  added.  “That’s  the  single  most  important  key 
to  prolonged  career  excellence.” 

In  place  of  work-life  balance,  Weis  recommended 
“work- life  integration”  as  a  more  satisfying  model.  Identify 
the  core  values  that  drive  you  in  the  four  domains  of  life: 
work,  home,  community  and  self,  he  said,  citing  Wharton 
professor  Stewart  Friedman’s  “Work/Life  Integration  Proj¬ 
ect”  as  a  great  place  to  start.  -Maryfran  Johnson 
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PROBLEMSOLUERS 


On  mastering  communication: 

I  "It's  more  an  art  than  a  science  to 
share  the  value  of  technology  with 
I  business  partners,  Give  them  a 
taste,  but  don't  get  into  the  weeds." 

-David  Thompson,  5VP  of 
Operations  &  CIO,  Western  Union 

On  business  expectations: 

"We  can't  deliver  enough  to  busi¬ 
ness  leaders  now  that  we've  shown 
what  we  can  give  them  digitally.  It's 
now  [about]  finding  dollars  to  do  it." 
-Elizabeth  Hackenson,  SVPof 
Global  Business  Services  5  CIO, 
AES  Corp. 

E  ! 


-PETER  WEIS, 
GLOBAL  CIO, 
MATSON  NAVIGATION 


On  data  science  champions: 

"We  need  big-data  champions 
with  clear  business  objectives.  It's 
going  to  be  the  CIO's  job  to  educate 
[them]." 

-  Thomas  Davenport,  Author  & 
Professor  of  IT  &  Management, 
Babson  College 


Rick  Roy 

CIO,  CUNA  Mutual  Group 


Mobile 

Apps 

Challenge 

What  was  the  biggest 
hurdle  in  creating  CUNA 
Mutual's  suite  of  mobile 
apps? 

One  of  the  biggest  chal¬ 
lenges  of  mobile  app  deploy¬ 
ment  in  financial  services  is 
the  [regulatory]  compliance 
aspect.  You  don't  get  a  pass 
on  compliance  because  it's 
mobile,  so  make  sure  that 


what  you're  doing  is  com¬ 
pelling  to  the  user  and  still 
manages  that  balance  of 
practicality  and  having  to  be 
compliant. 

How  did  you  get  internal 
stakeholders  on  board? 

Internal  stakeholders  were 
one  of  the  biggest  cultural 
shifts  that  we  had  to  make 
as  we  were  doing  mobile 
development.  It's  still  a  work 
in  progress,  and  we  do  it 
one  stakeholder  at  a  time. 
Some  will  be  more  skeptical 
than  others,  and  that's  OK.  If 
we  can  get  them  to  neutral, 
that's  good  enough... then 
we'll  get  some  strong  sup¬ 
porters  as  well. 

How  did  the  mobile 
development  work 


affect  IT  hiring? 

We've  found  that  our  hiring 
profile  has  changed.  We've 
always  hired  new  grads, 

[but  now]  we  are  upping  the 
amount  of  recruiting,  intern¬ 
ships  and  the  like.  Having  the 
millennial  perspective  on  our 
mobile  development  [teams] 
is  just  critical. 

What  have  you  learned 
about  your  customers 
through  this  process? 

The  greatest  insight  we've 
gotten  from  customers-both 
credit  unions  and  members  of 
credit  unions-has  been  the 
premium  they  place  on  the 
convenience  of  having  the 
app,  not  only  on  their  smart¬ 
phone,  but  as  a  full  solution 
when  and  how  they  want  it. 

-Lauren  Brousell 
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RUPT 

While  you  read  this, 
someone  is  disrupting 


your  business  model. 


Smart  business  got  you  this  far.  But  the 
competition  is  changing  the  rules.  With  our 
deep,  cross-industry  experience  and  innovative 
expertise,  we  can  help  you  not  only  keep  pace, 
but  beat  the  field  at  a  new  game. 

To  learn  how  our  proactive  thinking  wilt  put 

You  First,  go  to  northhighland.com/youfirst 


northhighland. 

WORLDWIDE  CONSULTING 


ADVERTORIAL 


Dark  Data's  Hidden  Toll 

IDG  STUDY  SUGGESTS  THAT  ENTERPRISES  ARE  PAYING  A 
HEFTY  PRICE  FOR  GROWING  STORES  OF  DATA  THAT  LACK 
CLEAR  BUSINESS  VALUE. 


What  happens  when  enterprises  collect  and  store 

so  much  data  that  they  virtually  lose  sight  of  it?  The  data 
goes  dark,  eating  away  at  IT  time,  resources  and  budget 
while  often  returning  absolutely  no  value  to  the  business, 
it's  a  frightening  prospect,  especially  with  the  rise  of  inno¬ 
vations  such  as  big  data  and  the  Internet  of  Things  adding 
to  the  volume  and  increasing  the  demand  for  actionable 
insight.  Data  is  going  to  continue  to  grow,  and  it's  only 
getting  darker. 


in  a  perilous  position.  When  you  have  little  or  no  insight 
into  the  information  contained  in  stored  data,  for  example, 
compliance  may  be  shaky  at  best.  Erasing  a  former  client's 
data  may  be  nearly  impossible  if  the  enterprise  is  unable 
to  determine  where  it's  housed  and  whether  it  has  been 
duplicated  across  multiple  servers  and  files.  The  costs  for 
e-discovery  in  the  event  of  a  legal  procedure  or  an  audit  can 
be  onerous,  with  no  guarantee  that  the  effort  was  success¬ 
fully  completed. 


In  fact,  many  enterprises  are  grappling  with  dark  data. 

They  have  no  easy  way  to  search  or  retrieve  it— or  even 
to  really  understand  what  it  contains— according  to  a 
recent  IDG  Research  Services  survey  of  business  and  IT 
management  at  large  companies.  Without  those  capabili¬ 
ties,  enterprises  are  wasting  precious  resources  by  storing 
useless  data  and  are  also  unable  to  act  on  the  data  that  is 
useful.  According  to  the  survey,  just  28  percent  of  stored 
data  has  clear  business  value— the  rest  is  likely  kept  for 
legal  or  compliance  reasons  or,  worse,  "just  in  case"  it's 
needed  later. 

The  survey  reveals  that  53  percent  of 
the  particpating  IT  and  business  leaders 
believe  that  their  security  risk  has 
increased  as  a  result  of  the  dark  data 
problem  and  70  percent  acknowledge  a 
negative  impact  on  storage  costs. 

The  result  of  all  of  this?  Skyrocketing  costs  in  storage 
management  with  very  little  return  on  investment. 

Data  volumes  are  increasing  at  a  furious  pace,  as  orga¬ 
nizations  draw  from  multiple  internal  sources  and  from 
external  sources  such  as  social  media  feeds  and  data 
generated  across  mobile,  consumerized  devices  in  the  - 
hands  of  workers,  customers,  contractors  and  partners. 
Data  protection  policies  that  were  already  overwhelmed 
are  facing  an  increasing  deluge. 

Without  the  ability  to  easily  search  and  recover  data  that  is 
backed  up  or  archived,  organizations  may  find  themselves 


indeed,  the  survey  reveals  that  53  percent  of  the  participat¬ 
ing  IT  and  business  leaders  believe  that  their  security  risk 
has  increased  as  a  result  of  the  dark  data  problem  and  70 
percent  acknowledge  a  negative  impact  on  storage  costs. 

The  cloud  may  further  complicate  the  data  management 
problem.  With  dizzying  elasticity  and  scaling  capabilities,  the 
cloud's  new  service  model  is  being  adopted  by  many  orga¬ 
nizations  with  apparent  abandon,  increasing  data  storage 
without  offering  greater  control. 

»  Finding  a  Holistic  Solution 

To  realize  the  value  of  their  data  storage  investments— with¬ 
out  contributing  more  complexity  to  the  problem— enterpris¬ 
es  need  to  take  a  more  holistic  approach  to  managing  data, 
gaining  greater  visibility  and  eliminating  bottlenecks. 

What's  needed  is  a  "single  pane  of  glass"  view  across  the  ' 
enterprise  so  that  data  can  be  efficiently  managed,  accessed 
and  protected  enterprise-wide.  That  requires  a  platform 
approach  that  reduces  complexity  and  infrastructure  costs 
while  boosting  operational  efficiencies  and  recovery  perfor¬ 
mance.  The  platform  should  encompass  archiving,  backup, 
snapshot  management,  reporting,  secure  data  access,  e- 
discovery  and  data  analytics. 


For  more  information  on  the  survey  insights  and  about 
enabling  a  holistic  approach  to  data  management,  please 

go  to  www.clo.com/whitepapers/commvault. 
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innovation  and  business  value 


Wayne  Gearey,  location  intel¬ 
ligence  officer  at  Jones  Lang 
LaSalle,  uses  geolocation  data 
with  analytics  to  answer  key 
business  strategy  questions. 


Mapping  New  Opportunities 

Advanced  analytics  uses  location  data  to  reveal  new  insights 
about  customers  and  strategy  by  michael  s.  goldberg 


The  "location,  location,  location"  slogan  takes  on  fresh  meaning  when  Jones  Lang  LaSalle,  a  $4  billion 
global  real  estate  firm,  applies  big-data  analytics  to  it.  For  every  pair  of  coordinates  on  a  digital  map,  there 
are  data  sets  to  explore,  including  basic  economic  trends  and  questions  related  to  business  operations. 
Where  should  a  multinational  build  a  research  center  to  attract  and  keep  engineers  in  India?  What  is 
the  risk  of  soil  deteriorating  if  there’s  an  earthquake  near  a  client’s  data  center  in  the  Pacific  Northwest? 
How  should  a  global  bank  revise  its  ATM  network  in  Singapore  to  boost  performance? 

Jones  Lang  LaSalle  finds  answers  in  its  cloud-based  mapping  services  hub,  called  MapIT. 
Launched  this  year,  the  system  centralizes  the  formerly  disconnected  activities  of  5,700  global 
users  of  disparate  mapping  tools,  says  Wayne  Gearey,  location  intelligence  officer. 

Geographic  information  systems  are  no  longer  the  domain  of  government  cartographers  and 
retailers  looking  for  the  next  great  place  to  set  up  a  store.  With  the  rise  of  analytics— and  with  ►  ► 
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every  businessperson  carrying  a  smartphone 
with  a  built-in  mapping  app— the  idea  of  add¬ 
ing  location  data  to  big  data  is  taking  hold. 

But  these  projects  aren’t  always  designed 
with  collaboration  from  IT  groups. 

Jones  Lang  LaSalle  uses  its  new  apps, 
built  on  Esri’s  ArcGIS  mapping  engine, 
both  internally  and  externally  with  clients  to 
uncover  geography-based  opportunities  for 
competitive  advantage,  Gearey  says.  “We  had 
Wal-Mart  and  Amazon  in  our  office,  and  we 
could  show  that  we  knew  how  many  people 
were  ordering  books  online,”  he  says.  “We 
could  then  show  the  locations  for  same-day 
delivery,  the  gaps  in  same-day  delivery  [and] 
labor  available  in  those  markets.” 

Booth  Babcock,  director  of  store  development  strategy  at 
retailer  Lululemon  Athletica,  described  at  a  recent  conference 
how  he  gingerly  introduced  the 
idea  of  asking  for  postal  code 
information  from  shoppers. 

(Lululemon’s  culture  generally 
guards  against  such  requests.) 

The  resulting  analysis  showed 
executives  where  Lululemon’s 
customers  really  come  from. 

“We  found  our  guests  were 
more  diverse  than  we  expected. 

They  were  more  likely  to  be 
older,  more  likely  to  live  in  the 
suburbs  and  have  kids,”  Bab¬ 
cock  said.  In  an  interview,  he  says  the  analysis  work  was  done 
“totally  separate  from  IT”  and  could  inform  store  site  selection. 
Serving  these  customers  could  mean  locating  new  stores  in 
suburban  malls,  for  example,  and  making  floor  sizes  larger  to 
accommodate  families. 

Selling  the  idea  of  location  analytics  requires  marketing 
even  when  IT  is  on  board,  Gearey  says.  He  hired  a  geo  market¬ 
ing  consultant  to  help  communicate  the  business  value.  Visu¬ 
alizations  help,  too.  For  example,  in  a  meeting  with  client  New 
Belgium  Brewery,  he  says,  “we  brought  our  application  in  as  a 
marketing  tool  and  ended  up  being  able  to  answer  their  location 
issues.  The  CEO  was  at  the  table  [and  we]  answered  some  of  the 
questions  that  were  sitting  at  the  back  of  her  mind.” 


Discounts,  Please. 

Smartphone  owners  worry  about  the  privacy  implications  of 
in-store  mobile  tracking,  but  would  love  getting  mobile  coupons 


Acceptable  uses  of  in-store  smartphone  location  tracking: 

. mmaiStfg 

72%  , 

69% 


Coupons  or  special  offers 


Shorten  my  checkout  time 


Alerts  that  tell  me  products  I  like  are  on  sale 


SOURCE:  PUNCHTAB  SURVEY  OF  1,100  CONSUMERS,  JULY  2014 


'We  found  our 
guests  were 
more  diverse 
than  we 
expected." 

-Booth  Babcock,  Director  of 
Store  Development  Strategy, 
Lululemon  Athletica 


Michael  S.  Goldberg  is  a  freelance  writer  based  in  Massachusetts. 


CMOs  Speak 
A  Different 
Language 

Listen  to  a  C-level  exec  for  10  seconds  and 
you'll  quickly  know  whether  that  person  is  a 
CMO  or  CIO.  The  language  difference  between 
marketer  and  techie  was  an  undercurrent 
throughout  the  tech  marketing  conference 
GrowthBeat  in  August. 

For  instance,  when  a  CIO  says  "agile,"  it 
means  a  software  development  method, 
whereas  to  a  CMO,  it  means  the  ability  to 
"pivot"  in  a  market  in  flux. 

Marketers  don't  manage  the  "customer 
life  cycle,"  they  manage  the  "journey."  And 
there's  the  ever-present  marketing  "funnel," 
which  turns  a  potential  customer's  initial 
awareness  into  loyalty.  Along  the  way,  mar¬ 
keters  pull  "levers"  and  watch  "KPIs"  (key  per¬ 
formance  indicators)  to  keep  them  heading 
toward  the  holy  grail  of  "conversion." 

CMOs  shudder  whenever  a  CIO  says  "RFP"- 
referring  to  a  request  for  proposal-fearing  a 
project  delay.  "Whenever  I  say  'RFP,'  an  angel 
loses  its  wings,"  said  Rebekah  King,  director 
of  customer  engagement  at  Cox  Media  Group 
and  a  career-long  marketer  recently  turned 
techie.  "They  think  nothing  will  get  done  for 
seven  months."  -Tom  Kaneshige 
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10  TAX-FREE  YEARS 

FOR  YOUR  BUSINESS 

THE  THIRD-LARGEST  GROUP  OF 
HIGH-TECH  PROFESSIONALS 
IN  THE  NATION. 


START-UP  NY  is  making  it  easier  than  ever  for 
technology  businesses  to  grow  in  New  York. 
With  no  taxes  for  1 0  years,  access  to 
world-class  universities,  and  the  second  most 
and  engineering  doctorates  in  the  nation, 
you’ll  have  the  resources  you  need  to 
build  your  business  UP. 


Find  out  if  your  business  qualifies  at 

rtup.ny.gov 
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PROGRESSIVE  INSURANCE 

Insurer  Fine-Tunes  Ad  Strategy 

BY  STEPHANIE  OVERBY 


THE  PROJECT  ::  Deploy  open-source  data  analytics 
software  to  measure  the  effectiveness  of  online  display 
advertising  at  Progressive  Insurance. 

THE  BUSINESS  CASE  ::  Automobile  insurer  Progressive 
is  known  as  a  leader  in  analyzing  data  to  price  its  policies, 
but  last  year  the  $17  billion  company  decided  to  apply  ana¬ 
lytics  technology  to  find  the  most  efficient  way  to  spend  a 
significant  portion  of  its  marketing  budget.  In  the  hyper- 
competitive  auto  insurance  industry,  big  bucks  are  spent 
attracting  new  customers  (upwards  of  $6  billion  annually, 
according  to  McKinsey  &  Co.).  And  Progressive  wanted  to 
optimize  spending,  specifically  on  digital  display  advertis¬ 
ing.  While  consumers  may  be  familiar  with  its  TV  ads  fea¬ 
turing  fictional  employee  Flo,  the  company  also  serves  up 
several  million  static  advertisements  on  websites  with  the 
hope  of  driving  new  customers  to  its  website  to  buy  a  policy. 


In  the  past,  Progressive  based  its  online  advertising 
strategy  on  the  classic  metrics  of  reach  (the  number  of 
people  an  ad  can  reach),  frequency  (how  often  a  consumer 
was  served  an  ad  before  making  a  purchase),  click-through 
rates  (the  number  of  users  that  clicked  on  an  ad),  and  “last 
touch”  (the  last  place  to  show  an  ad  before  the  purchase). 

With  advanced  analytics,  Progressive  can  look  at  lon¬ 
gitudinal  data.  “We  were  finally  able  to  ask  and  answer 
questions  that  we  had  always  wanted  to  investigate,”  Quigg 
says.  The  improved  analytics  can  go  beyond  simply  the 
last  place  a  customer  visited  before  coming  to  the  com¬ 
pany’s  website,  for  example,  to  look  at  the  combination  of 
ads  the  consumer  saw  over  days,  weeks  or  months  to  more 
accurately  determine  what  combination  of  ad  placements 
might  be  most  successful  in  the  future.  It  will  “allow  us  to 
eventually  gain  a  competitive  advantage  by  using  data  to 
make  smarter,  more  efficient  advertising  buys,”  Quigg  says. 


FIRST  STEPS  ::  The  first  step  was  to  implement  Hadoop 
open-source  software,  which  enables  the  media  team  to 
review  months  worth  of  online  advertising  data  in  a  few 
hours— something  that  would  have  taken  a  few  days  before, 
says  Andrew  Quigg,  Progressive’s  media  business  leader. 
In  fact,  sometimes  such  queries  weren’t  possible  at  all.  Plus, 
the  mainframes  housing  the  appropriate  data  were  devoted 
to  issuing  policies,  and  business  leaders  didn’t  want  to  slow 
down  that  core  business. 

So  a  cross-functional  team  of  IT  and  business  analysts 
built  a  working  prototype  in  the  cloud,  which  Quigg  says 
was  the  fastest  and  most  nimble  option  for  experimenta¬ 
tion.  “The  cloud  is  a  less  expensive  option,  but  [also]  we 
didn’t  know  what  we  didn’t  know,”  Quigg  says.  “We’d  never 
looked  at  the  data  in  its  most  granular  form,  so  moving  it 
off  our  mainframe  and  into  the  cloud  allowed  us  to  look 
for  specific  patterns  and  nuances  in  consumer  behavior.” 


WHAT  THEY  DISCOVERED  ::  The  user  interface  in  the 
cloud  was  too  slow  and  business  leaders  were  leery  of 
keeping  sensitive  consumer  data  off-site.  So  Progressive 
now  houses  all  the  online  advertising  data  on-site  in  a 
facility  known  internally  as  "the  bunker"  due  to  its  high 
level  of  security.  Although  the  system  is  only  partially 
deployed,  it's  crunching  the  display  ad  data  200  times 
faster  than  was  possible  in  the  past,  Quigg  says. 

Media  leaders  can  now  analyze  digital  display  ad 
effectiveness  from  an  individual  customer  perspective, 
Quigg  says.  "We  can  better  understand  what  users  are 
seeing  our  ads.  Is  it  the  same  audience  or  a  different 
audience?  This  project  is  allowing  us  to  become  better  at 
being  able  to  identify  that  overlap,  which  leads  to  more 
efficient  media  buys." 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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. 34%  Consumers  who  have  abandoned  their  smart  wearable  devices 
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The  World's  First  3D  V-NAND  SSD  From  Samsung 


Go  where  no  SSD  has  gone  before  with  the  SSD  850  PRO.  Its  unique  3D  V-NAND  technology  gives  it  exceptional 
performance,  with  class-leading*  1 50  Terabytes  Written  (TBW)  lifetime  endurance  backed  by  a  1 0-year  warranty. 


Based  only  on  consumer-class  SSDs 


©  2014  Samsung  Electronics  America,  Inc.  Samsung  is  a  registered  trademark  of  Samsung  Electronics  Co..  Ltd. 
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A  New  Wild  West  to  Be  Tamed 


All  those  data  analytics  projects  sprouting  throughout  your  organization? 
They  need  governance,  too.  by  Madeline  weiss  and  june  drewry 


i 


The  CIO's  role  in  IT  project  portfolio  gover¬ 
nance  is  well  established.  The  2004  book 
IT  Governance,  by  Peter  Weill  and  Jeanne 
Ross,  captured  the  benefits  of  effective  IT 
governance:  higher  return  on  assets,  invest¬ 
ments  tied  to  strategic  priorities,  greater  agility  and 
reduced  duplication.  The  principles  of  IT  portfolio  gov¬ 
ernance  served  as  a  road  map  for  CIOs  in 
taming  what  was  often  the  Wild  West  of  IT 
spending  and  decision-making  in  organi¬ 
zations  where  investments  were  not  neces¬ 
sarily  aligned  with  business  strategies  and 
often  led  to  inflated  expenses. 

We  now  face  a  new  organizational  Wild 
West,  brought  on  by  the  promise  of  big 
data  and  increasingly  sophisticated  predic¬ 
tive  analytics.  Data  projects  are  sprouting 
up  throughout  the  organization.  Multiple 
business  units  in  every  level  of  the  com¬ 
pany  are  developing  a  growing  appetite  for 
using  analytics  to  answer  such  questions  as:  What  hap¬ 
pened?  Why  did  it  happen?  What  will  happen?  How  can 
we  make  it  happen? 

Companies  like  eBay  have  predictive  analytics  experi¬ 
ments  running  all  the  time,  with  every  customer  involved 
in  at  least  one.  American  Express  mines  structured  and 
unstructured  behavioral  data  to  predict  responsiveness 
to  a  set  of  offers  that  are  quickly  executed. 

Multiple  uncoordinated  experiments  and  campaigns 
can  yield  impressive  learning,  agility  and  profit.  But  they 
can  also  lead  to  unintended  consequences.  Knight  Trad¬ 
ing  lost  $440  million  by  launching  the  wrong  version  of 
its  software  when  testing  algorithms.  Target  identified  a 
teenager’s  pregnancy  through  data  analytics  and  sent  her 
coupons  for  baby  supplies— before  she  had  told  her  parents, 
prompting  an  irate  visit  from  the  girl’s  father. 

According  to  researcher  Michael  Goul  of  Arizona  State 
University,  CIOs  should  play  a  key  role  in  aligning  business 
and  IT  when  deploying  predictive  analytics  campaigns— 
taming  this  new  Wild  West.  In  a  recent  presentation  to  the 


Society  for  Information  Management’s  Advanced  Practices 
Council,  Goul  discussed  the  various  roles  that  the  IT  group 
can  handle,  such  as  establishing  security  practices,  assess¬ 
ing  risk,  designing  data-management  policies,  encouraging 
collaboration  between  data  scientists  and  business  leaders, 
and  looking  for  opportunities  to  turn  predictive  analytics 
into  new  businesses  or  improve  existing  ones. 

Measurement  Matters 

Goul  also  described  a  six-step  process  for 
deploying  predictive  analytics  campaigns 
that  are  coordinated,  tracked,  measured 
and  quickly  turned  into  action: 

DESIGN:  Determine  the  duration  and 
pace  of  the  campaign,  and  the  strategy  for 
performance  measurement. 

EMBED:  Develop  and  test  user  inter¬ 
faces  and  ensure  that  results  appear  at  the 
right  time  and  for  the  right  people. 

EMPOWER:  Train  employees  to  inter¬ 
pret  and  use  the  model  results  as  intended.  If  the  content 
is  highly  dynamic,  ensure  that  model  results  refresh  fast 
enough  to  keep  up. 

MEASURE  PERFORMANCE:  Make  results  available  to 
campaign  managers  in  real  time.  Establish  dashboards  for 
monitoring  progress.  Send  managers  alerts  if  campaigns 
stray  from  intended  paths. 

EVALUATE:  Study  the  effectiveness  or  progress  of  a 
campaign,  addressing  such  questions  as:  Are  error  levels 
acceptable?  Were  campaign  results  worth  the  investment 
in  the  predictive  analytics  system? 

RE  TARGET:  Reflect  on  the  results  and  decide  what 
changes  are  needed  for  future  modeling  efforts. 

CIOs  who  take  an  early  leadership  role  in  analytics  gov¬ 
ernance  will  further  demonstrate  their  own  value  and  help 
invent  their  organizations’  future. 


Madeline  Weiss  is  director  of  the  Society  for  Information  Man¬ 
agement's  Advanced  Practices  Council  (APC).  June  Drewry  is  a 
former  CIO  of  Chubb  and  an  adviser  to  the  APC. 


Uncoordinated 
experiments 
with  data 
analytics  can 
yield  impressive 
results,  but  they 
can  also  lead 
to  unintended 
consequences. 
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Harnessing  the  benefits  of  the  world’s  strongest  IT  Service  Management 
framework  for  your  company?  Smart  move. 

If  you're  looking  to  gain  the  competitive  edge  and  capitalize  on  IT  investments  to  truly  support  business 
objectives  and  enable  business  change,  you  should  be  looking  at  ITIL®.  Celebrating  25  years  of  helping 
companies  to  benefit  from  advancements  in  global  best  practice,  ITIL  has  become  the  choice  of  industry  leaders 
worldwide  -  from  small  and  medium  sized  enterprises  to  large  corporations.  Find  out  more  about 
how  your  business  can  utilize  leading  edge  IT  capabilities  and  provide  world  class  services. 

Visit  www.itil-officialsite.com/itil-cio-usa 
ITIL  for  your  business:  smart  move. 
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Criminals  Outwitting  IT 

Security  pros  are  still  failing  to  keep  pace  with 
cybercrime  innovation  by  george  v.  hulme 

Online  criminals  remain  at  least  one  step  ahead  of  many  IT  groups,  according  to  this  year’s  “U.S. 
State  of  Cybercrime  Survey,”  conducted  annually  by  CSO  magazine,  the  Secret  Service,  the  Software 
Engineering  Institute  at  Carnegie  Mellon  University,  and  PricewaterhouseCoopers.  Deterrence  and 
detection  are  both  falling  short  of  their  goals:  The  500  survey  respondents  faced  an  average  of  135 
security  incidents  last  year,  and  34  percent  say  that  number  was  up  compared  to  the  previous  year. 
Just  one-third  of  respondents  could  estimate  losses  from  their  breaches;  among  those  who  could, 
the  breaches  cost  $415,000,  on  average.  Legal  liabilities  and  lawsuits  after  breaches  add  to  the  costs. 

Part  of  the  problem  is  that  only  38  percent  of  companies  have  established  a  way  to  prioritize 
their  security  investments  to  focus  on  actual  risks  and  the  repercussions  they  bring.  “You’ll  often 
see  organizations  spend  to  secure  [against]  the  current  big  threat  but  not  focus  on  building  a  ►  ► 
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GET  IT 


As  your  organization  changes  and  grows,  your  cloud  needs  will  inevitably 
change.  We  can  help  you  navigate  it  all.  We  provide  you  with  a  Cloud  Client 
Executive,  an  expert  who  will  help  you  build  the  right  cloud  solution  to  meet 
your  needs.  We  also  offer  end-to-end  services  to  help  you  through  every 
stage  of  your  cloud  journey.  From  planning  to  migration  to  integration,  we  can 
do  it  all.  And,  if  you’d  rather  have  us  manage  your  cloud,  we  can  do  that  as  well, 
Navigating  the  cloud  can  be  challenging.  CDW  can  point  you  in  the  right  direction 


Learn  more  about  our  cloud  services  at  \Mu' 
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►  ►  Security  Continued  from  Page  20 


sustainable  security  program,”  says  John  Pescatore, 
a  director  at  the  SANS  Institute,  a  security  training 
organization. 

Better  employee  training  decreases  the  costs 
associated  with  security  problems,  the  survey  finds. 
Companies  without  security  training  for  new  hires 
reported  that  their  average  annual  financial  losses 
related  to  cybersecurity  incidents  totaled  $683,000, 
while  those  with  training  programs  say  they  lost  an 
average  of  $162,000  on  security  breaches. 

Companies  typically  don’t  share  information 
about  security  problems  with  each  other,  but  some 
are  starting  to,  through  Information  Sharing  and 
Analysis  Centers  (ISAC).  In  ISACs  for  the  defense, 
retail,  electricity,  financial  services  and  other  indus¬ 
tries,  member  companies  share  best  practices  and 
pass  on  warnings  and  advice  when  attacks  occur. 

Cloud  of  Hurt 

Hot  technologies,  especially  mobile  and  cloud, 
bring  new  security  problems.  The  bring-your-own- 
device  trend,  for  instance,  presents  ongoing  issues. 
“Mobile  devices  and  the  consumer  cloud  services 
to  which  they  connect  are  moving  so  quickly  that 
IT  security  technologies  can’t  keep  up,”  says  Paula 
Tolliver,  corporate  vice  president  of  business  ser¬ 
vices  and  information  systems  at  Dow  Chemical. 
Just  38  percent  of  those  surveyed  encrypt  mobile 
devices,  while  less  than  half— 49  percent— have  a 
plan  to  respond  to  insider  breaches. 

Ken  Swick,  technical  information  security  offi¬ 
cer  at  Citigroup,  says  the  company  takes  no  chances 
with  user-owned  devices,  cordoning  them  off  from 
the  enterprise  network. 

Cloud  computing  presents  hazards  of  its  own, 
but  while  two  years  ago  54  percent  of  organiza¬ 
tions  had  a  process  for  evaluating  the  security  of 
third-party  partners  before  entering  a  business 
deal  with  them,  last  year  that  number  dropped  to 
44  percent.  At  Dow,  one  approach  for  mitigating 
risk  is  to  use  “mature”  providers  “in  a  private  envi¬ 
ronment  to  ensure  this  level  of  service  and  security,” 
Tolliver  says. 

Citi,  meanwhile,  doesn’t  permit  its  data  to  be 
sent  to  cloud  systems  that  aren’t  under  the  bank’s 
control,  says  Swick.  Not  all  third-party  providers 
are  thrilled  with  the  scrutiny  they  face  during 
Citi’s  due  diligence  process.  “We  run  into  pushback 
when  we  tell  them  to  fix  what  we  find  on  our  assess¬ 
ments,”  he  says. 


George  V.  Hulme  is  a  freelance  writer  based  in  Minnesota. 


BYOD  Faces  Backlash 

BY  TOM  KANESHIGE 

For  several  years,  tech  pundits  have  been  beating 
the  bring-your-own-device  (BYOD)  drum  in  such  a 
fast  and  lively  rhythm  that  you'd  think  just  about 
everyone  was  dancing  to  it.  But  is  reality  matching 
the  hype?  Not  really. 

CompTIA's  survey  of  400  IT  and  business  executives  sheds 
light  on  what  it  calls  the  sorry  state  of  BYOD:  51  percent  of 
respondents  at  large  companies  are  not  doing  BYOD  at  all. 

"BYOD  is  popular,  but  there  are  still  a  lot  of  companies  at 
least  attempting  to  control  all  mobile  device  deployment  and 
management"  says  Seth  Robinson,  director  of  technology 
analysis  at  CompTIA,  a  wireless  industry  association.  "The 
number  of  companies  not  doing  BYOD  is  a  lot  higher  than  you'd 
think  given  all  the  hype  around  the  term." 

One  IT  leader  saying  "no"  to  BYOD  is  Sam  Lamonica,  CIO 
at  Rosendin  Electric,  a  large  electrical  contractor.  "We  would 
probably  never  have  a  BYOD  environment  here,"  Lamonica  says, 
because  he  worries  that  employees  will  make  poor  choices 
about  devices,  apps  and  cloud  services. 

Lamonica  says  he  can  better  manage  and  secure  company- 
owned  devices  than  employee-owned  devices.  He  wraps 
corporate  tablets  and  smartphones  with  mobile  device 
management  (MDM)  software  from  Mobilelron  and  remotely 
wipes  lost  or  stolen  devices  without  having  to  worry  about  an 
employee's  expectation  of  privacy,  because  there  isn't  any, 

What's  Gone  Wrong?:  BYOD  was  supposed  to  get  IT  out  of 
the  mobile  device  purchasing  and  deployment  game  and  save 
companies  wads  of  cash.  But  the  strategy  is  riddled  with  hidden 
costs,  such  as  expense  report  processing  and  MDM  software. 

BYOD  was  also  supposed  to  make  a  happier  workforce.  But 
in  a  push  to  safeguard  corporate  data  on  BYOD  phones  and 
tablets,  companies  began  drafting  BYOD  user  policies  full  of 
legalese  favoring  a  company's  right  to  monitor  and  access  all 
data  on  a  mobile  device.  Many  employees  have  become  wary  of 
participating  in  BYOD  programs. 

BYOD  was  supposed  to  make  employees  more  productive- 
in  part  by  enabling  them  to  work  after  hours  and  on  weekends. 
But  CompTIA's  survey  delivers  another  bombshell:  Less  than 
half  of  the  companies  that  offer  BYOD  believe  that  it  boosts 
workforce  productivity. 

With  myriad  complexities,  hidden  costs,  security  risks  and 
privacy  concerns,  and  so  few  benefits,  it's  no  wonder  some 
companies  are  balking. 

Are  we  nearing  a  high-water  mark  for  BYOD  adoption?  "I 
don't  know  if  we're  going  to  see  the  numbers  move  dramati¬ 
cally  over  the  next  few  years,"  CompTIA's  Robinson  says. 


Tom  Kaneshige  is  a  seniorwriterforCIO.com. 
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Tapping  Into  Silicon  Valley 

AstraZeneca's  global  talent  network  includes  a  new  center  designed  to 
recruit 'tech  brains' from  the  Bay  Area  by  phil  schneidermeyer 


Dave  Smoley  is  the  CIO  of  AstraZeneca,  one 
of  a  handful  of  pure-play  biopharmaceutical 
companies  that  spans  the  entire  medicine 
production  chain:  discovery,  development, 
manufacturing,  distribution  and  global 
commercialization.  He  joined  the  $25  billion  AstraZeneca, 
which  employs  more  than  50,000  people  worldwide,  after 
a  lengthy  stint  as  CIO  at  Flextronics  International. 

In  an  interview,  Smoley— a  member  of  the  CIO  Hall  of 
Fame— described  his  approach  to  IT  staffing  at  a  time  when 
the  pharmaceutical  industry  is  undergoing  major  changes. 


CEO  had  a  similar  experience  at  Genentech.  We  needed 
to  have  a  physical  presence  in  the  Valley  to  recruit  inno¬ 
vative  talent  and  to  partner  with  technology  vendors 
and  investors. 

To  lead  that  organization,  I  moved  the  CTO  role  there 
and  recruited  a  Bay  Area  veteran,  Shobie  Ramakrishnan, 
from  Salesforce.com.  She  spent  her  20-year  career  in  the 
Valley  and  worked  for  Infosys  and  clients  like  Apple  and 
then  Genentech/Roche.  She  will  rapidly  grow  a  local  tech¬ 
nology  team  of  senior  architects  and  senior  solutions  lead¬ 
ers  and  also  develop  our  external  tech  partnerships. 


\ 

\ 


When  you  joined  the  company  last  year,  what 
was  the  opportunity?  What  were 
the  challenges? 

I  joined  at  a  time  of  massive  transforma¬ 
tion.  The  CEO,  a  PhD  who  previously 
ran  Genentech,  is  an  innovator  and  an 
entrepreneur.  To  succeed  and  grow,  the 
AZ  culture  needed  to  change.  The  life  sci¬ 
ences  industry  is  evolving  rapidly,  and 
the  company  needed  to  accelerate  the 
pace  of  change  internally. 

How  would  you  describe  the  IT  organization  you 
inherited  and  your  vision  for  it? 

Like  many  IT  organizations,  ours  was  roughly  70  per¬ 
cent  outsourced  and  30  percent  [in-house].  My  vision  for 
the  group  was  to  double  performance  at  half  the  cost.  We 
would  become  more  efficient  and  more  effective  by  reduc¬ 
ing  the  amount  of  work  sourced  externally  and  strengthen 
our  internal  technology  and  operations  capability.  We 
could  reduce  spending  and  simplify  and  streamline  the 
process  by  using  fewer  third  parties. 

How  does  hiring  talent  help  you  achieve  those 
efficiencies? 

I  spent  seven  years  serving  as  CIO  of  a  Silicon  Valley 
technology  company,  so  I  have  seen  the  power  and  speed 
that  comes  from  being  a  part  of  that  tech  ecosystem.  Our 


What  skills  are  you  looking  for  in  Silicon  Valley? 

The  Silicon  Valley  location  is  an  impor¬ 
tant  additional  node  on  our  global  IT 
talent  network.  We  also  added  a  node  in 
Chennai,  India,  where  we  are  recruiting 
1,300  IT  professionals.  These  two  new 
nodes  complement  our  existing  presence 
in  the  U.S.,  Europe,  China  and  Japan.  In 
the  Valley,  we  are  recruiting  “tech  brains.” 
Their  role  will  be  to  establish  a  persistent, 
active  presence  in  the  area  to  nurture 
partnerships  with  innovative  thinkers  and  companies. 
They  will  be  working  with  tech  firms,  VCs,  universities 
and  life-science  companies  to  be  sure  we  are  pushing  the 
boundaries  of  science  and  technology  in  our  industry. 

How  do  you  compete  for  talent  against  the  likes 
of  Google  and  Facebook? 

We  are  not  competing  with  Google  and  Facebook  because 
we  are  looking  for  different  talent.  We  are  looking  for  indi¬ 
viduals  who  want  to  save  lives.  AstraZeneca’s  culture  is 
very  focused  on  putting  patients  first,  and  on  scientific 
leadership.  We  attract  people  who  want  to  apply  their  tech¬ 
nology  expertise  to  transforming  healthcare.  There  aren’t 
many  companies  in  the  Bay  Area  where  you  can  do  that. 


Phil  Schneidermeyer  is  a  partner  with  Heidrick  &  Struggles, 
where  he  specializes  in  recruiting  CIOs  and  CTOs  for  all  industries. 


We  needed a 
presence  in  the 
Valley  to  recruit 
innovative  talent 
and  to  partner 
with  tech  startups 


OCTOBER  1,  2014 


www.cio.com 


The 

interoperability 

to  coordi  nate 
all  patient  care 


We  offer  a  platform  for  Strategic  Interoperability. 

Our  technology  is  essential  if  you  want  to  make 
breakthroughs  in  strategic  initiatives  such  as 
coordinating  care,  managing  population  health,  and 
engaging  with  patient  and  physician  communities. 

Add  our  HealthShare  platform  to  your  EMRs. 

InterSystems  HealthShare®  will  give  you  the  ability 
to  link  all  your  people,  processes,  and  systems  - 
and  to  aggregate,  analyze,  and  share  all  patient  data. 
With  HealthShare,  your  clinicians  and  administrators 
will  be  able  to  make  decisions  based  on  complete 
records  and  insight  from  real-time  analytics. 
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Hybrid  Cloud  Is  Hotel  Hero 

A  tech  overhaul  delivers  IT  efficiencies-and  proprietary  business  intelligence 
tools-to  help  hundreds  of  hotel  owners  boost  profitability  by  bob  violino 


At  Interstate  Hotels  and  Resorts, 

a  global  hotel-management  company, 
one  key  goal  is  to  use  IT  resources 
such  as  business  intelligence  (BI)  tools 
to  help  nearly  440  individual  hotel 
owners  succeed  in  their  markets.  A 
move  to  the  cloud  has  helped  the  com¬ 
pany  become  more  efficient  and  gain  a 
bigger  competitive  advantage. 

The  migration  to  the  cloud  began 
in  2012,  when  Interstate  decided  to 
shift  away  from  an  IT  infrastructure 
that  was  aging  and  too  costly  to  main¬ 
tain.  Internal  servers  were  nearing  the 
end  of  their  life  spans  and  were  out  of 
capacity,  says  CIO  Jim  Lamb.  Inter¬ 
state  also  wanted  to  improve  business 
continuity  and  disaster  recovery  capa¬ 
bilities  for  its  far-flung  hotel  portfolio. 

Interstate  operates  in  a  hybrid 
cloud,  where  the  presentation  layer  is 
provisioned  in  a  multi-tenant,  public 
cloud,  while  the  business  logic  and 
data- access  layers  are  provisioned  in 
a  private  cloud  in  order  to  keep  com¬ 


pany  data  secure,  Lamb  says. 

The  cloud  makes  it  easier  for  IT 
to  deal  with  so  many  hotels.  “Work¬ 
ing  with  a  cloud-based  model  means 
deploying  once  and  all  hotels  have 
access  to  it  immediately,”  he  says. 
Interstate  also  saw  a  huge  productiv¬ 
ity  benefit  during  the  annual  hotel 
budgeting  process,  Lamb  says.  “Asso¬ 
ciates  were  able  to  create,  submit  and 
review  budgets  with  owners  quickly 
and  without  issues,”  he  says. 

Delivering  the  Dashboard 

Another  big  benefit  of  the  cloud  is 
that  it  enables  the  company  to  easily 
provide  access  to  its  proprietary  IHR1 
dashboard,  a  suite  of  BI  tools  that  can 
be  used  on  iPads  and  iPhones. 

“Hotel  owners  can  view  a  high- 
level  summary  of  key  performance 
indicators,  providing  the  ability  to 
monitor  results  and  hotel  perfor¬ 
mance  in  real  time,”  Lamb  says.  The 
market  data— including  financial 


figures,  results  at  comparable  hotels 
and  areas  for  improvement— is  trans¬ 
formed  into  daily  reports  that  keep 
every  department  focused  on  the  goal 
of  “maximizing  owner  profitability,” 
Lamb  says. 

Interstate’s  cloud  experience  is 
typical  for  companies  replacing  tra¬ 
ditional  IT  with  cloud-based  systems, 
especially  in  the  services  industry, 
says  IDC  analyst  Benjamin  McGrath. 

“Many  companies  are  finding  ben¬ 
efits  of  the  cloud  through  improved 
employee  productivity  or  faster  access 
to  IT  functionality,”  McGrath  says. 
“And  as  large-scale  cloud  implemen¬ 
tation  expands  from  early  adopters 
into  the  majority  of  organizations,  a 
hybrid-cloud  model  is  becoming  more 
attractive  as  a  way  to  realize  all  the 
benefits  of  a  public  cloud  while  retain¬ 
ing  the  security  of  a  private  cloud.” 


Bob  Violino  is  a  freelance  writer  based  in 
New  York. 


Publisher  Ditches  Data  Center  for  All-Cloud  Operations 


In  July,  venerable  media  company  Conde  Nast-publisher  of  maga¬ 
zines  like  Vogue,  The  New  Yorker  a  nd  i/v'/'red-decommissioned 
its  data  center.  The  67,200-square-foot  facility  had  already  been 
sold.  The  105-year-old  company  had  moved  over  500  servers,  a 
petabyte  of  storage,  and  all  its  mission-critical  apps  to  the  cloud, 

Although  Joe  Simon,  executive  vice  president  and  CTO  of  Conde 
Nast,  says  the  publisher's  print  publications  are  still  performing 
well,  they're  only  part  of  the  company's  portfolio.  "Now  most  of 
our  content  is  distributed  across  all  sorts  of  places.  We've  got  to 
ensure  that  we  have  the  platform  and  technology  flexibility  to 
enable  this  content  to  be  distributed  wherever  our  editors  want  it 
to  be.  And,  of  course,  we  also  continue  to  manage  the  traditional 
IT  functions  like  HR  and  finance  and  sales." 

To  support  this  digital  shift,  Simon's  team  spent  three  years 
virtualizing  everything  in  the  company's  IT  environment.  "As  we 
moved  down  this  digital  path.., one  of  the  questions  we  asked 


ourselves  was:  'Do  we  really  want  to  be  in  the  business  of  running 
data  centers  anymore?"'  Ultimately,  the  answer  was  no. 

"Even  having  an  in-house  data  center  didn't  provide  us  with  the 
agility  and  flexibility  that  we  needed,"  Simon  says. 

One  of  the  cloud's  big  selling  points  for  Conde  Nast  was  the 
ability  to  experiment  freely  and  to  quickly  shut  down  a  runaway 
project-and  its  costs.  "It's  a  lot  easier  to  try  and  fail  with  this,  You 
may  spend  a  few  hundred  bucks;  that's  it." 

After  reviewing  several  vendors,  Simon  selected  Amazon  Web 
Services  and  gave  his  team  three  months  to  handle  the  migration. 
"Everything  I've  done  with  a  tight  time  frame  has  worked,"  he  says. 
"People  will  say  it's  the  prudent  thing  to  hedge  your  bets,  but..  ,1 
already  had  a  backup  if  it  failed:  It's  called  my  data  center." 

The  migration  did  result  in  a  "significant  layoff,"  Simon  says,  but 
it  has  improved  IT  performance  by  50  percent  to  40  percent  and 
has  cut  operating  costs  by  about  40  percent.  -ThorOlavsrud 
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Enterprise  Class  Computing,  supports: 

Performance 

•  Hot-Swappable  NVMe  support  and  SAS  3.0  (1 2Gbps) 

•  Up  to  36  cores  and  maximum  1 60WTDP  support  with  dual  Intel 
Xeon  Processor  E5-2600  v3  product  family 

•  1 .5TB  DDR4-2 1 33  MHz  memory  in  24  DIMM  slots 
Flexibility 

•  Versatile  integrated  networking  options  for  10GBASE-T,  10G5EP+ 
1  GbE  and  future  expansion 

•  Support  for  latest  GPUs  and  Xeon  Phi™  cards 
Scalability 

•  8/4  PCI-E  3.0  Add-on  Cards  in  2U/1U 

•  24/12  hot-swap  2.573.5" HDDs 
Serviceability  and  Security 

•  Integrated  IPMI  2.0  with  support  for  Supermicro  Server  Manager  (SS? 

•  TPM  Platform  Security  supported  with  optional  onboard  inte^ji  . 

Efficiency  '  f  ,  >• ;  p  > :  c 

•  Redundant  Titanium  1  (96%+)  power  suppl 
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Staffing  Like  a  Startup 

Whirlpool's  Internet  of  Things  projects  mean  changing  how  the  IT 
group  works  with  the  rest  of  the  company  by  mary  k.  pratt 


Whirlpool,  a  huge  company  with 
69,000  employees  and  $19  billion 
in  sales,  is  borrowing  startup  strate¬ 
gies  as  it  builds  its  Internet  of  Things 
capabilities— and  IT  is  intimately 
involved.  The  appliance  maker  has 
put  employees  from  various  func¬ 
tions,  including  marketing,  product 
development,  finance,  procurement 
and  IT,  into  what  it  calls  a  Connectiv¬ 
ity  Team  to  work  collaboratively  in 
one  physical  space. 

The  nimble  team  brings  technol¬ 
ogy  expertise,  business  perspective, 
consumer  requirements  and  opera¬ 
tional  considerations  to  the  product- 
development  process  from  start  to 
finish,  says  Brett  Dibkey,  VP  and 
general  manager  of  Integrated  Busi¬ 
ness  Units.  “There’s  one  objective  for 
everyone,  and  that  single  objective  is 
to  launch  a  successful  product  in  the 
market,”  Dibkey  says. 

The  promise  of  the  Internet  of 
Things— the  connection  of  machines 
to  the  Internet  via  sensors— is 
prompting  Whirlpool  to  integrate 
more  technology  into  its  washers, 
refrigerators  and  other  household 
appliances  so  they  can  interact  with 
the  company’s  IT  systems  and  the 
customer’s  in-home  technology. 
Such  smart  devices  are  easier  to 
maintain  and  bring  the  opportu¬ 
nity  to  sell  new  services  to  consum¬ 
ers  and  suppliers.  For  instance,  a 
machine  can  alert  Whirlpool  and  its 
owner  to  needed  maintenance  and 
order  required  parts. 

To  support  this  new  business 
segment,  Whirlpool  is  building  an 
ecosystem  of  applications  through 
which  appliances  connect  to  other 
systems,  and  IT  plays  a  pivotal  role, 
says  Whirlpool  CIO  Mike  Heim. 


IT  brings  critical  skills  to  Inter¬ 
net  of  Things  projects,  Heim  says, 
including  knowledge  of  enterprise 
architecture,  networking,  cloud, 
systems  integration  and  security. 
Also  important  is  delivering  systems 
with  high  availability,  redundancy 
and  resiliency,  as  smart  devices  are 
designed  to  be  in  constant  use.  Ana¬ 
lytics  skills,  of  course,  come  into 
play,  as  products  feed  information 
back  to  companies  for  analysis.  “We 
have  good  vision  on  how  this  inte¬ 
grates  into  our  traditional  business 


and  changes  our  business  model  for 
how  we  deliver  service,”  Heim  says. 

But  because  the  Internet  of 
Things  requires  significant  collabo¬ 
ration  with  other  units,  IT  staffers 
also  need  interpersonal  and  busi¬ 
ness  skills,  Dibkey  says.  For  instance, 
when  Whirlpool  works  with  partner 
Nest  Labs,  a  high-tech  home-prod¬ 
ucts  company,  the  IT  team  members 
serve  as  liaisons  to  ensure  “the  tech¬ 
nologies  between  the  two  companies 
can  talk  together”  to  achieve  strategic 
goals,  he  says. 

This  illustrates  IT’s  importance 
on  an  Internet  of  Things  team,  Heim 
says.  IT  professionals  are  the  ones 
best  able  to  understand  each  player’s 
technology  stack  and  how  data  will 
flow  between  them. 

The  work  of  Whirlpool’s  IT 
department  on  Internet  of  Things 
projects  is  part  of  a  push  to  be  better 


aligned  overall  with  the  company’s 
other  business  units,  says  Heim,  who 
has  been  at  the  company  for  about 
two  years.  The  Internet  of  Things— 
at  Whirlpool  and  elsewhere— has 
opened  up  an  exciting  new  area  of 
expertise  for  IT  professionals,  he 
says,  although  he  doesn’t  necessar¬ 
ily  see  it  branching  into  a  career  path 
separate  from  existing  IT  roles. 

“Is  it  a  hot  area  right  now?  Yes, 
and  it  will  be  increasingly  important 
to  us.  Is  there  a  wave  to  ride  here  for 
some  period  of  time?  Yes,”  he  says. 


But  a  new  technology  doesn’t  always 
shake  up  careers.  Rather,  it’s  one  more 
important  skill  to  acquire,  he  says. 

Eric  Openshaw,  a  consultant  at 
Deloitte,  says  IT  should  counsel 
business  colleagues  on  Internet  of 
Things  opportunities  and  contribute 
strategic  thinking  about  security  and 
privacy  matters.  If  IT  fails  to  provide 
good  advice,  companies  may  opt  to 
outsource  instead,  leaving  “IT  on  the 
outside  looking  in,”  he  says. 

Heim  and  Dibkey  agree  that  their 
Connectivity  Team’s  interdisciplin¬ 
ary  nature  will  be  key  to  its  success, 
and  IT’s  contribution  is  critical.  “The 
IT  function  should  be  a  net  exporter 
of  talent  to  the  business,  and  if  we 
can  do  that  better  than  our  competi¬ 
tors,  then  we  can  win,”  Heim  says. 


Mary  K.  Pratt  is  a  freelance  writer  based 
in  Massachusetts, 


"There's  one  objective  for 
everyone,  and  that  is  to 
launch  a  successful  product." 
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Reducing  Technology  Risk  for  Business  Users 

Automated  business  process  validation  helps  companies  avoid  process  failures 
that  disrupt  smooth  operations. 


THE  COMPLEX  WEB  OF  APPLICATIONS  that  drive 
a  company  from  day  to  day  can  be  thrown  into  chaos 
if  a  system  upgrade  breaks  a  critical  business  process. 
CIOs  can  only  protect  end-to-end  business  processes 
with  rigorous  testing  across  applications,  but  this  can  be 
a  significant  drain  on  resources  when  some  applications 
need  regular  updates  and  others  update  automatically  in 
the  cloud. 

"According  to  SAP,  companies  can  have  50  applications 
for  every  $1  billion  in  revenue,"  says  Jim  Kent,  CEO  of  Worksoft.  "For  a  multibillion- 
dollar  enterprise,  multiply  the  number  of  applications  by  the  risk  of  change  for  each 
one,  then  add  the  pressure  to  innovate  with  even  more  new  technology,  and  you 
can  see  the  extent  of  the  challenge." 

Automating  business  process  validation  can  catch  potential  system  problems  and 
eliminate  risk— before  new  applications  ever  go  into  production.  This  allows  CIOs 
to  support  faster  innovation  and  prevent  business  disruption.  Here's  how: 

The  Problem  of  Increasing  Complexity 

While  new  technologies  such  as  SAP  HANA®  in-memory  databases,  mobile 
computing,  and  cloud  computing  promise  huge  potential  business  benefits, 
implementing  them  introduces  a  significant  risk  of  disrupting  critical  operations. 

The  more  complex  the  environment,  the  harder  it  is  to  ensure  that  underlying 
transactions  continue  to  perform  properly  across  every  enterprise  application. 

"The  fear  of  change  has  many  companies  ending  up  years  behind  on  their 
upgrades,  which  negates  the  whole  point  of  introducing  new  technology,"  Kent 
says.  "Worse,  they  can  risk  finding  themselves  on  the  front  page  of  the  business 
section  for  the  wrong  reasons."  This  risk  isn't  simply  a  theoretical  concern,  he  adds, 
pointing  to  recent  software  glitches  that  have  delayed  vital  operations,  massively 
inconvenienced  customers,  and  cost  millions  of  dollars  at  organizations  ranging 
from  airlines  to  manufacturers. 

Why  Automate  Business  Process  Validation? 

In  a  complex  and  growing  technology  environment,  automation  is  the  only  way  to 
validate  end-to-end  business  processes  on  a  timely,  continual  basis.  "Most  business 
users  don't  see  the  whole  process  end  to  end— only  their  part.  So  they  can't  check 
and  verify  every  system  and  every  process  against  every  change.  Automation  can 
quickly  validate  the  whole  process,"  Kent  explains. 

Automation  also  delivers  significant  benefits,  as  revealed  by  a  recent  IDC  survey  of 
12  large  enterprises  that  have  invested  in  automated  business  process  validation 


JIM  KENT,  CEO 
WORKSOFT 


for  SAP  environments.  "With  today's  unprecedented 
pace  of  technology  change  and  complexity  levels, 
more  and  more  companies  are  recognizing  the 
benefits  of  automation  to  validate  their  end-to-end 
business  processes  across  the  entire  enterprise  SAP 
landscape,"  says  Melinda  Ballou,  program  director 
for  iDC's  Application  Lifecycle  Management  and 
Executive  Strategies  Service. 

On  average,  the  surveyed  organizations  earned  an 
ROI  of  537%  and  broke  even  on  their  automation 
investment  in  11.9  months,  for  benefits  worth  $13.59 
million  over  five  years: 

■  Reducing  staff  time  spent  on  QA  by  48%,  saving  an 
average  of  54,844  hours  per  year 

■  Increasing  the  percentage  of  validated  business 
processes  from  12%  to  44%,  an  average  of  317 
end-to-end  business  processes  per  enterprise 

■  Cutting  productivity  losses  from  defects  entering 
production  environments  by  44% 

■  Speeding  up  test  cycles  by  39% 

■  Accelerating  time  to  market  for  application  projects 
by  an  average  of  5.3  weeks 

Business  users  require  that  a  company's  business 
processes  must  remain  uninterrupted  during  changes 
as  well  as  after  them  to  avoid  process  failures  that 
could  bring  operations  to  a  grinding  halt.  Automation 
is  the  only  practical  way  to  minimize  this  risk— while 
at  the  same  time  offering  an  approach  to  cutting 
costs,  shortening  timelines,  and  deploying  new 
technologies  faster.  That's  why  automated  business 
process  validation  is  becoming  the  new  industry 
standard  across  Fortune  1000  companies  worldwide. 
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To  learn  more,  download  additional  white  papers  at  www.worksoft.com/risk 
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COVER  STORY  ::  Social  Media 


In  a  battle  against  Southwest  Airlines  this  year 

for  control  of  two  gates  at  Dallas  Love  Field  airport,  Vir¬ 
gin  America  launched  a  social  media  blitz  using  Twitter, 
Facebook  and  YouTube,  plus  an  Internet  petition  to  local 
government  officials.  The  conflict  started  when  the  Depart¬ 
ment  of  Justice  told  American  Airlines  it  had  to  give  up  its 
positions  at  Love  Field  before  it  could  acquire  US  Airways. 
Southwest  already  controlled  16  of  the  airport’s  20  gates, 
and  Virgin  wanted  in. 

The  airline  pleaded  its  case  to  the  DoJ,  which  would  weigh 
in  as  it  sorted  out  the  competitive  landscape.  But  the  final  deci¬ 
sion  was  up  to  Dallas  city  leaders  and  it  was  tough  to  fight 
Southwest,  a  hometown  player.  So  Virgin  took  its  case  to  the 
public. 

Virgin’s  “Free  Love  Field”  campaign  asked  customers 
on  Facebook  and  Twitter  to  make  supportive  posts  and  to 
sign  and  share  an  online  petition.  Virgin  emailed  its  top 
frequent  flyers  directly  to  do  the  same.  The  airline  also 
publicized  its  pledge  to  donate  $20  to  a  local  school  group 
for  every  ticket  it  booked  out  of  Love  Field  on  a  designated 
day.  And  Virgin  enlisted  its  founder,  Richard  Branson,  to 


put  out  a  YouTube  video  of  the  celebrity  executive  writing 
a  cheeky  love  letter  to  the  airport.  “No  one  should  have  a 
monopoly  on  your  love,”  he  said.  “My  virile  young  planes 
yearn  for  your  runways.”  In  one  week,  more  than  20,000 
people  signed  a  petition  on  Change.org  urging  Dallas  to  let 
Virgin  fly  at  Love  Field. 

In  May,  the  city  gave  Virgin  what  it  wanted.  The  $1.4 
billion  airline  now  runs  26  flights  in  and  out  of  Love  Field, 
with  another  six  to  be  added  next  year. 

“Social  technology  allows  people  to  publish  their  thoughts 
in  a  way  the  audience  can’t  avoid,”  says  Luanne  Calvert,  CMO 
at  Virgin  America.  “There’s  no  other  way  we  could  have  been 
more  effective.” 

If  you  think  social  media  means  simply  amassing  “likes” 
and  followers  and  offering  ad  hoc  customer  service,  you’ve 
already  lost.  Companies  are  using  advanced  social  tech¬ 
niques  to  rehabilitate  corporate  reputations,  uncover  ideas 
for  breakthrough  products,  and  figure  out  what  competitors 
are  up  to.  And  as  Virgin  America  knows,  aggressive,  targeted 
use  of  social  media  can  influence  high- stakes  political  and 
business  decisions  in  your  favor. 
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ILLUSTRATION  BY  GREG  MABLY 


PHOTO  BY  SHANNON  MCINTYIRE 


Virgin  America's  CMO  and  CIO,  Luanne  Calvert 
(left)  and  Dean  Cookson,  monitored  social 
media  feedback  about  the  beta  version  of 
the  airline's  revised  e-commerce  site  and 
then  made  revisions  based  on  that  feedback. 
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Use  Your  Influencers 

Don't  just  collect  social  media  followers. 

Put  those  fans  to  work  for  you. 

Followers  of  your  corporate  Facebook  page,  Twitter  account  and  other  social 
media  outlets  can  be  more  than  just  loyal  customers.  They  can  be  product  testers, 
idea  generators,  and  members  of  a  ready-made  focus  group.  Also:  marketing 
and  IT  can  work  together  to  collect  the  social  media  handles  of  customers,  then 
log  on,  tune  in  and  observe  what  they  do  online  to  create  a  more  complete  pic¬ 
ture  of  who  you're  selling  to,  says  Dave  Hanley,  principal  at  Deloitte  Consulting. 

Ask  for  social  media  data  during  customer  support  calls  or  hold  contests  that 
require  customers  to  submit  it,  Hanley  suggests.  Then  integrate  social  media 
data  with  customer  information  in  CRM  and  call-center  systems. 

By  observing  conversations  online,  companies  can  determine  what  issues, 
events  and  people  move  customers  to  act  in  some  way-by  replying,  for  example, 
or  buying  a  product,  Hanley  says.  Identifying  customers  by  "persona,"  he  says, 
yields  "a  more  three-dimensional  view  than  transaction  data  alone," 

Another  tactic  for  getting  more  value  from  social  media  followers  is  to  let 
them  know  about  new  product  or  service  ideas  early,  so  that  when  the  new 
offering  comes  out,  they  are  already  familiar  with  it  and  more  receptive,  says 
Estelle  Metayer,  founder  and  president  of  Competia,  a  strategic  consultancy. 

Virgin  America  did  something  like  that  when  changing  its  e-commerce 
site  this  year,  monitoring  social  media  feedback  about  new  features  and 
adjusting  along  the  way.  In  May,  the  airline  rolled  out  a  beta  version  of  the 
site,  revealing  it  to  different  audiences  in  phases.  First,  its  own  employees 
and  some  Google  staffers  got  a  peek,  to  assess  the  performance  of  new  fea¬ 
tures.  Then  30  or  40  frequent  flyers  who  act  as  informal  advisers  were  let  in 
on  it.  Finally,  the  media  and  social-media  influencers  were  notified, 

"It  was  fascinating  to  watch  the  reaction  on  Twitter  as  the  community  noticed 
it  and  it  started  to  go  viral,"  says  Dean  Cookson,  Virgin  America's  CIO. 

After  early  testers  said  they'd  like  to  be  able  to  see  fare  options  when  their 
dates  are  flexible,  Cookson's  team  added  that  feature  to  the  site  before  the  formal 
launch  in  June.  By  collaborating  with  the  marketing  group,  Cookson  says,  the  IT 
team  sees  how  their  work  affects  the  company  fortunes.  "We  want  interesting 
problems  to  solve,  not  just  tasks  to  do."  -K.S.N. 


At  particularly  adept  companies,  the  whole 
C-suite  sees  the  value  of  social  media.  Patrick 
Doyle,  CEO  of  Domino’s  Pizza,  doesn’t  go  a  day 
without  thinking  about  social  media,  which  he 
says  is  inseparable  from  his  business  strategy. 

Being  smart  on  social  networks  “doesn’t  start 
from,  ‘Let’s  have  a  new  advertising  campaign 
and  put  a  social  media  extension  on  it,”’  he  says. 

“A  critical  part  of  our  strategy  is  understanding 
[online]  conversation.” 

Most  companies  don’t  reap  the  full  benefits 
from  social  media  because  they’re  stuck  in  old 
thinking,  don’t  know  how  to  properly  use  digital, 
or  are  pushing  out  one-way  messages  like  they 
do  on  TV  or  in  print,  says  Mark  Fidelman,  CEO 
of  Raynforest,  a  sports  marketing  network,  and 
author  of  Socialized!  How  the  Most  Successful  Busi¬ 
nesses  Harness  the  Power  of  Social.  “There’s  a  differ¬ 
ence  between  having  a  presence  on  social  media 
and  using  social  media  well,”  Fidelman  says. 

Skillful  companies  take  chances  and  perhaps 
make  mistakes.  But  for  those  that  use  social 
media  as  more  than  a  popularity  contest— such 
as  Domino’s,  Ford,  Wells  Fargo  and  Virgin  Amer¬ 
ica— the  rewards  can  be  dramatic. 

Seeing  the  Future 

Using  social  media  for  competitive  intelligence  can 
yield  big  strategic  payback,  says  Estelle  Metayer, 
an  adjunct  professor  at  McGill  University  and 
founder  and  president  of  Competia,  a  strategic 
consulting  firm.  One  intelligence  tactic:  Track  the 
Linkedln  connections  of  the  top  salespeople  at  the 
competition  to  figure  out  what  new  markets— geo¬ 
graphic  and  conceptual— they  are  entering. 

While  many  companies  focus  on  engaging 
with  their  own  customers,  some  have  realized 
they  can  learn  a  lot  from  studying  their  competi¬ 
tor’s  customers.  Identify  them  with  targeted  searches  to  see 
what  they  are  saying  and  doing  in  online  social  circles,  Metayer 
advises.  Note  where  they  are  traveling,  what  they  are  buying, 
eating  and  reading,  she  says,  because  that  information  can  offer 
insights  into  how  to  grab  market  share. 

Analyzing  the  social  behavior  of  both  your  own  customers 
and  those  you’d  like  to  steal  from  rivals  is  even  more  telling  when 
that  information  is  combined  with  internal  data  from  supply 
chain,  marketing  and  point-of-sale  systems,  says  Dave  Hanley, 
a  principal  at  Deloitte  Consulting  and  lead  at  Deloitte  Digital. 

“Social  as  a  silo  is  over,”  Hanley  says. 

The  idea  is  to  watch  natural  conversations  as  they  trend  this 
way  or  that  and  correlate  the  observations  to  movements  in 
sales.  Then  a  company  can  try  to  influence  outcomes,  Hanley 
says.  Building  a  database  of  customers’  Twitter  and  Facebook 
names  can  lead  to  targeting  individuals  with  special,  unpub¬ 
lished  prices  and  traceable  coupons.  Such  experiments  may 
result  in  sales  or  simply  further  chatter  about  the  company  or 
brand,  he  says. 


Hanley  says  companies  may  need  to  hire  specialists  to  inter¬ 
pret  social  conversations:  data  scientists  to  crunch  numbers 
and  digital  anthropologists  to  analyze  the  behaviors  before 
and  after  those  online  conversations.  This  goes  beyond  simple 
positive-negative-neutral  sentiment  analysis,  he  says,  to  more 
nuanced  evaluations. 

At  Ford  Motor  Co.,  for  example,  studying  social  media  behav¬ 
ior  helped  the  company  decide  to  build  a  hands-free  lift  gate  that 
has  proven  to  be  a  selling  point  with  consumers,  says  Michael 
Cavaretta,  data  science  leader  at  the  $147  billion  automaker. 

Sensors  under  the  tailgate  detect  the  driver’s  leg  motion  and 
communicate  with  his  programmed  key  fob  to  unlock  the  hatch. 
The  driver  doesn’t  have  to  put  down  packages  to  open  the  back 
of  the  car  or  truck  by  hand. 

But  Ford  didn’t  immediately  proceed  with  the  idea.  The  com¬ 
pany’s  advanced  product- marketing  group  was  getting  mixed 
signals  from  the  data  it  normally  studies  while  planning  new  car 
features  and  wasn’t  sure  whether  the  feature  would  be  worth  the 
effort.  Did  customers  want  it  enough?  The  group  called  on  Cava- 
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Computerworld. 
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retta’s  team  of  data  scientists  to  answer  this  specific  question. 

Rather  than  trying  to  survey  social  media  channels  in 
general— which  would  have  yielded  too  much  data  to  assess 
quickly— the  team  swept  Ford  enthusiast  forums  and  blogs  to 
look  for  discussions  about  the  topic.  High-powered  servers  can 
collect  data  fast,  vacuuming  social  networks  for  keywords  in 
minutes.  But  the  ability  to  automatically  interpret  it  for  busi¬ 
ness  decision-makers  isn’t  as  advanced,  Cavaretta  says.  “One 
challenge  is  developing  algorithms  to  find  the  right  data  and 
do  the  right  things  to  it.” 

Ford  found  that  people,  four  to  one,  favored  the  hands-free 
method.  But  more  than  statistics,  the  team  discovered  context. 
People  talking  about  the  lift  gate  had  also  talked  about  why  they 
wanted  it,  what  kind  of  cars  they  had,  and  other  wished-for 
features.  “You  could  build  that  data  into  a  story,”  he  says,  which 
is  important  when  trying  to  get  approval  for  projects. 

Lurking  on  social  media  lets  Ford  capture  knowledge  with¬ 
out  influencing  the  conversation  the  way  a  focus  group  would, 


he  says.  He  credits  former  CEO  Alan  Mulally  for  instilling  an 
approach  to  decision  making  at  Ford  that  relies  in  equal  mea¬ 
sure  on  data  and  qualitative  stories  to  explain  the  numbers. 

“A  computer  can  help,  but  it’s  people  who  make  those  deci¬ 
sions,”  he  says.  “It  was  a  huge  cultural  change.” 

Moving  the  Needle 

Virgin  America  used  social  media  to  change  what  might  have 
been  a  painful  loss  in  the  growing  Dallas  airline  market  into  a 
key  victory,  just  a  couple  of  months  before  it  filed  for  an  initial 
public  stock  offering. 

Domino’s  Pizza  has  used  social  media  to  change  its  very 
reputation.  It  used  to  be  that  companies  could  control  what 
customers  knew  or  thought  about  a  brand,  says  Doyle,  CEO 
of  the  $1.8  billion  company.  But  now  people  trust  friends  and 
family  more  than  they  trust  big  business,  he  says.  And  where 
are  friends  and  family?  Online. 

“What  people  are  saying  about  our  brands  on  social  media 
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is  more  important  than  what  we  say  about  our  brand,”  he  says. 

For  example,  when  someone  named  Bryce  in  Minnesota 
posted  a  picture  of  the  messy  pizza  that  was  delivered  to  him 
on  a  Domino’s  website,  ShowUsYourPizza.com,  Doyle  himself 
starred  in  a  national  TV  commercial  apologizing  and  promis¬ 
ing  the  company  would  do  better— and  he  showed  the  bad  pie. 

“We  may  have  been  the  first  company  in  the  history  of  adver¬ 
tising  to  spend  millions  of  dollars  showing  our  product  in  an 
unfavorable  light,”  he  says. 

It  takes  guts  and  it  takes  time.  Domino’s  began  its  social 
media  rehab  campaign  in  2010,  launching  a  reformulated 
pizza  recipe  at  the  same  time.  Bryce  in  Minnesota  suffered  his 
upsetting  pizza  incident  in  2010.  For  the  past  several  years,  the 
company  has  deployed  social  engagement  to  help  change  its 
reputation  as  a  slapdash  pizza  maker  with  a  bad-tasting  prod¬ 
uct.  “We’ve  spent  tens  of  millions  of  dollars  to  tell  customers  we 
are  listening  to  them,  and  they  didn’t  think  our  pizza  was  very 
good,”  Doyle  says.  “We’re  listening,  reacting  to  customers,  and 
doing  something  about  it.” 

As  social  media  gets  more  powerful,  however,  some  very 
large  companies  recognize  the  dangers.  Bad  news,  misinforma¬ 
tion,  rumors  and  comments  move  faster  than  some  public  rela¬ 
tions  teams.  Target,  the  $73  billion  retailer,  explains  its  worries 
in  the  “Risk  Factors”  section  of  its  annual  report.  That  is  where 
the  Securities  and  Exchange  Commission  requires  a  company 
to  specify  threats  it  considers  significantly  harmful. 

“While  reputations  may  take  decades  to  build,  any  negative 
incidents  can  quickly  erode  trust  and  confidence,  particularly 
if  they  result  in  adverse  mainstream  and  social  media  publicity, 

"What  people  are  saying  about 
our  brands  on  social  media  is 

more  important  than  what 
we  say  about  our  brand." 

-Patrick  Doyle,  CEO,  Domino's  Pizza 

governmental  investigations  or  litigation,”  the  company  wrote 
in  its  annual  report  in  March.  After  a  2013  security  breach  com¬ 
promised  70  million  customer  records,  Target  experienced  all 
four  of  those  potentially  devastating  consequences  and  admits 
it  doesn’t  know  what  the  long-term  effects  may  be. 

Pfizer,  a  $52  billion  pharmaceutical  company  that  makes 
drugs  for  erectile  dysfunction,  cancer,  Alzheimer’s  disease  and 
other  conditions,  names  social  and  mobile  technologies  as  well 
as  “blogger  outreach”  as  risks,  specifically  when  legal  cases 
arise  and  these  outlets  compound  damage  to  its  reputation. 

Part  of  the  problem  is  that  few  issues  online  ever  really  die. 
Conversation  may  decrease,  but  even  outdated  or  disproven 
accusations  get  rediscovered  and  recirculated.  McDonald’s 
continues  to  take  hits  about  “pink  slime”  processed  meat  trim¬ 
mings  in  its  burgers,  though  the  chain  stopped  using  them  in 
2011.  McDonald’s  calls  out  social  and  mobile  communications 
as  a  risk  when  activists  “promote  adverse  perceptions”  of  fast 


food,  the  McDonald’s  brand,  its  managers  and  suppliers. 

“If  you  have  a  controversial  product,  it’s  hard  to  take  a  step 
forward  [on  social  media],”  says  Fidelman,  “and  it  does  seem 
threatening.” 

Nonetheless,  you  have  to  be  there. 

Pushing  the  Right  Levers 

The  $84  billion  Wells  Fargo,  which  last  year  was  the  most  prof¬ 
itable  bank  in  the  U.S.,  used  to  let  business  units  and  divisions 
conduct  their  own  social  media  activity  separately.  As  a  result, 
a  number  of  different  strategies  and  initiatives  ran  on  a  hodge¬ 
podge  of  tools,  says  Renee  Brown,  director  of  social  media.  The 
bank  then  decided  to  create  an  enterprisewide  social  media 
strategy,  to  present  a  more  coherent  and  controlled  voice  online. 

Last  year,  Wells  Fargo  opened  a  social  media  command  cen¬ 
ter  in  San  Francisco,  with  a  secondary  center  in  Charlotte,  N.C. 
Two  more  Wells  Fargo  employees  in  the  Philippines  monitor 
the  action  after  the  West  Coast  shuts  down  for  the  night.  In  the 
San  Francisco  office,  marketing  and  customer  service  staff  sit 
in  front  of  eight  monitors,  assigned  to  follow  different  channels. 
Legal,  compliance  and  special  “social  care  bankers”  are  on  call 
in  case  any  complicated  customer  situations  or  crises  arise. 

Every  morning,  the  team  walks  through  its  planned  posts 
to  assess  them  against  events  in  world  news  and  the  financial 
services  industry,  as  well  as  news  specific  to  Wells  Fargo,  Brown 
says,  to  avoid  “the  wrong  voice  if  there’s  a  tragedy  somewhere.” 

From  the  command  center,  the  bank  executes  proactive 
strategies,  such  as  Twitter  and  Facebook  posts  during  the  FIFA 
World  Cup  this  summer.  Wells  Fargo  sponsors  the  Mexican 
National  Team,  in  part  to  reach  Hispanic  customers  and  poten¬ 
tial  customers.  The  bank  responded  in  real  time  during  popular 
matches,  posting  pictures  of  players  and  cheering  for  teams. 
The  work  garnered  8  million  responses,  such  as  retweets,  in 
the  course  of  three  major  games,  Brown  says. 

Just  as  important  as  real-time  marketing  is  having  the  right 
timing  and  tone  when  responding  to  controversy.  In  March, 
Wells  Fargo  faced  a  surprise  online  assault  regarding  a  branch 
in  New  Mexico.  An  American  flag  had  been  thumbtacked  to  a 
wall  there  for  several  months.  When  a  property  manager  men¬ 
tioned  to  the  bank  manager  that  the  flag  could  be  displayed 
more  appropriately,  it  was  removed.  A  few  days  later,  the  flag 
was  hung  on  a  pole  near  the  entrance.  In  the  interim,  a  local 
TV  station  aired  a  story  in  which  a  customer  alleged  that  other 
customers  had  pressured  the  bank  to  take  down  the  flag,  imply¬ 
ing  that  Wells  Fargo  had  bowed  to  anti-American  sentiment. 

Conservative  websites  and  blogs  soon  joined  the  fray,  some 
saying  Wells  Fargo  had  banned  the  US.  flag  and  others  calling 
for  customers  to  drop  their  accounts.  Many  simply  copied  and 
pasted  errant  stories  from  other  sites,  generating  comments 
from  followers  outraged  at  the  bank. 

“A  symbol  like  the  American  flag  takes  off  in  a  news  cycle,” 
Brown  says.  “It  was  such  an  inaccurate  story  that  it  made 
it  tough  for  us  not  to  sound  defensive.”  But  the  bank  had  to 
address  the  controversy.  In  a  Facebook  post.  Wells  Fargo  said, 
in  part,  “We  have  standards  of  how  to  display  the  flag  with  the 
appropriate  respect.  In  this  case,  we  made  a  simple  change  to 
adhere  more  closely  to  those  standards.” 
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Even  events  outside  the  bank’s  con¬ 
trol  put  its  social  media  team  on  alert. 
After  the  Target  data  breach,  for  exam¬ 
ple,  Wells  Fargo  customers  on  social 
media  were  concerned  about  passwords 
and  whether  their  debit  cards  were 
linked  to  their  Target  accounts.  Wells 
Fargo  decided  not  to  issue  statements 
because  the  worries  weren’t  widespread. 
Always,  the  team  has  to  consider  when 
to  respond  to  social  media  activity  and 
when  not  to,  Brown  says.  “We  have  to  be 
both  transparent  and  accurate  and  not 
oversharing  or  under  sharing.” 

A  flurry  of  social  media  posts  on  a 
specific  topic— say,  100  posts  in  60  min¬ 
utes— will  trigger  a  statement  from  the 
bank.  For  example,  a  denial-of-service 
attack  against  Wells  Fargo’s  website 
last  year  warranted  a  response  from 
the  bank.  Posts  provided  information 
to  customers  while  simultaneously 
reassuring  them.  Corporate  communi¬ 
cations,  IT,  the  digital  channels  groups 
and  other  departments  work  together  to 
craft  plans  like  that,  Brown  says.  “In  our 
industry,  we  can’t  do  anything  without  a 
lot  of  eyes  reviewing,”  she  says. 

The  Ultimate  Metric 

The  business  benefit  of  next-generation 
social  media  work  goes  well  beyond  the 
number  of  interactions  a  tweet  can  trig¬ 
ger.  Wells  Fargo,  for  example,  is  testing 
whether  it  can  spur  social  media  users 
to  go  through  a  loan- application  process 
at  its  website,  experimenting  with  dif¬ 
ferent  posts  and  tracking  the  responses 
to  see  what  works  best. 

And  yes,  these  companies  do  mea¬ 
sure  interaction.  But  they’re  also  able 
to  measure  new  business.  Domino’s 
CEO  Doyle  easily  rattles  off  stats  about 
his  company’s  followers  on  Facebook, 
Twitter  and  Instagram.  But,  he  says, 
“First,  ultimately,  it’s  about  sales.”  Cal¬ 
vert,  Virgin  America’s  CMO,  agrees.  Vir¬ 
gin  counted  up  the  over  17,000  views 
of  its  Branson  video  and  was  happy  to 
get  more  than  double  the  number  of 
petitioners  it  expected.  “But  the  biggest 
metric,”  Calvert  says,  “was  getting  the 
two  gates.”  rara 

Contact  Managing  Editor  Kim  S.  Nash  at 
knash@cio.com.  Follow  her  on  Twitter: 
@knash99. 
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A  Shore  Thing 

These  CIOs  are  striking  a  balance  between  onshore 
and  offshore  IT  resources  to  meet  business  needs 

TIM  ARTHUR,  ALLTECH 

LOOK  FOR  KNOWLEDGE,  COMMITMENT,  AGILITY 

Outsourcing  can  add  layers,  and  layers  can  add  complexity.  And  we’re  all  about  clar¬ 
ity.  We’ve  been  growing  30  percent  a  year,  both  organically  and  through  acquisitions. 
As  a  result,  we  have  an  agile  environment  in  IT.  When  we  do  outsource,  it’s  based  on 
skills  and,  more  importantly,  on  knowledge,  rather  than  on  adding  physical  bodies.  For 
example,  security  and  Citrix  support— they’re  here  and  fit  right  in  to  our  tight-knit  team. 

Three  years  ago,  we  tried  offshoring  our  ERP  development.  We’re  in  128  countries 
and  are  responsible  for  deploying  systems  to  all  those  entities.  We  gave  a  portion  of  that 
customization  work  to  so-called  experts  overseas.  They  had  skills,  but  no  knowledge  to 
contribute.  If  you  asked  them  to  put  a  box  on  a  screen,  they’d  put  it  there,  but  they  didn’t 
offer  any  expertise  beyond  that.  If  you  have  an  agile  team  working  24/7,  by  the  ►  ►  ► 
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Big  Data/Analytics 


Albert  Einstein  did  and  so  do  we. 

Our  global  research  team  covering  big  data  and  analytics  advises  organizations  around  the  world  on  how  they  can 
move  toward  more  data-driven  decision  making  through  an  effective  big  data  and  analytics  strategy.  We  can  help 
you  address  some  of  the  most  pressing  business  and  technology  decisions  by  helping  you: 

•  Assess  your  current  big  data  and  analytics  competency  and  maturity 

•  Benchmark  your  big  data  and  analytics  strategy  against  your  peers’ 

•  Evaluate  big  data  and  analytics  technology 

•  Short-list  your  big  data  and  analytics  suppliers 
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time  the  box  is  put  on  the  screen,  they  may  have  eliminated  that  screen  alto¬ 
gether.  We  ended  the  relationship  abruptly  and  had  to  redo  it  all  ourselves. 

When  there’s  a  crisis,  there’s  a  difference  between  someone  on  your  team 
and  a  contractor.  There  is  a  different  perspective  of  ownership  and  solution 
delivery  that  is  hard  to  replicate  outside  your  organization. 


WARREN  KUOMAN 

DON'T  TRADE  EFFICIENCY  FOR  LOW  PRICES 

Certain  skills  that  are  important  strategically  or  competitively— such  as 
supporting  systems  for  product  and  service  offerings— should  not  typically 
be  outsourced.  For  skills  that  could  be  outsourced,  choosing  a  domestic  or 
offshore  provider  comes  down  to  balancing  effectiveness  and  efficiency. 

In  some  cases,  like  when  we’re  working  with  product  development  or 
engaging  in  agile  development,  I  need  to  have  people  close— that  solution 
cannot  be  developed  halfway  around  the  world.  If  we’re  moving  quickly 
through  incremental  versions  of  software,  I’ll  want  someone  in  the  same 
city  or  a  similar  time  zone  or,  often,  in  the  same  room. 

Offshoring  makes  sense  with  established  technologies  that  provide  less 
differentiation  for  the  company,  such  as  basic  enhancement  or  break-fix 
work  for  established  ERP  platforms.  In  these  cases,  it’s  not  difficult  to  pass 
off  a  specification  or  requirement  to  an  offshore  provider  and  create  a  good 
partnership  for  ongoing  support. 

Ultimately,  you  can  lose  the  cost  advantage  of  offshoring  if  it  takes  you 
more  time  than  it  otherwise  would  to  deliver  a  solution.  Business  leaders 
look  to  IT  to  find  the  right  balance  of  cost  and  benefit  and  to  contribute 
strong  vendor-  and  project-management  skills  for  handling  both  domestic 
and  offshore  suppliers. 
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BILL  VANCUREN,  NCR  CORP. 

USE  CAPTIVE  OFFSHORE  EXPERTISE  FOR  QUALITY,  COST 

We  keep  most  of  our  strategic  roles— function-area  leaders,  portfolio  man¬ 
agement,  solution  architects,  business  analysis— in-house.  We  began  out¬ 
sourcing  work  to  India  more  than  a  decade  ago,  but  in  2004,  we  decided 
to  build  our  own  captive  center  offshore  to  increase  quality,  improve  staff 
retention  and  instill  our  core  values  and  processes. 

Early  phases  of  a  project  life  cycle  take  place  here,  and  most  of  the 
remaining  development  cycle  is  handled  at  our  captive  center  in  Gurgaon, 
India.  Initially,  offshoring  was  a  way  to  cut  costs.  While  that’s  still  true, 
recently  it’s  more  about  the  abundance  of  skills  and  the  ability  to  keep  our 
projects  running  around  the  clock.  We  also  outsource  some  of  our  net¬ 
work  monitoring  and  system  administration  to  an  Indian  provider  to  create 
“follow-the-sun”  coverage. 

At  first,  we  were  hesitant  to  let  the  offshore  team  handle  project  manage¬ 
ment,  requirements-gathering  or  high-level  design.  But  the  maturity  of  our 
captive  operations  has  increased  tremendously.  They  can  take  a  develop¬ 
ment  project  from  start  to  finish,  and  we’ve  created  centers  of  excellence  for 
mobility  and  testing,  to  name  a  few.  It’s  been  very  important  for  keeping 
our  costs  low  and  quality  high.  And  we  can  use  greater  or  fewer  offshore 
resources,  depending  on  the  business  need. 
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Boosting  Talent  Management 


register  For  too  long,  career 
development  and  talent  management 
have  taken  a  backseat  in  the  corpo¬ 
rate  world-and  in  IT  organizations  in 
particular.  Career  discussions  tend  to 
be  inconsistent  infrequent  and  reac¬ 
tive.  Unfortunately,  this  situation  has 
led  IT  organizations  to  lose  highly  valu¬ 
able  employees  simply  because  these 
professionals  did  not  know  of  career 
opportunities  that  existed,  let  alone 
how  to  grow  into  these  positions. 

Join  a  webcast  featuring  a  panel  of 
IT  leaders  who  share  their  advice  for 
developing  and  retaining  the  talent 
required  for  today's  digital  organizations, 
council.cio.com/talentmgmt 


Advancing  Women's  Careers 


join  Professionals  from  many  indus¬ 
tries  havejoined  the  CIO  Executive 
Council's  Women  in  Business  community 
with  a  common  goal:  to  take  charge  of 
their  professional  career  development. 

By  providing  inspiration  and  education 
on  the  best  practices  of  successful 
women  at  the  C-level,  the  community 
helps  to  break  down  the  barriers  that  can 
block  women  from  achieving  their  goals, 
Participants  experience  camaraderie 
with  their  peers  and  gain  access  to  a 
powerful  network  of  leaders  who  have 
overcome  many  of  the  same  challenges 
you  face,  council.cio.com/wib 


Building  Brand  Awareness 


watch  Social  initiatives  will  continue 
to  play  a  powerful  role  as  a  way  to  reach 
customers.  In  this  recorded  webcast,  you'll 
hear  from  a  panel  of  IT  leaders  share  how 
they've  built  brand  awareness  by  creating 
a  social  organization.  The  discussion  will 
cover  topics  such  as  the  Social  Business 
Framework  for  designing  and  measuring 
the  social  organization,  driving  change, 
marketing  IT's  value,  building  a  client- 
focused  IT  culture  and  evolving  IT  into  a 
consulting  role.  The  materials  and  ideas 
are  based  on  Ouellette  &  Associates'  2013 
book.  Unleashing  the  Power  of  IT,  by  Dan 
Roberts,  http://oueliette-online.adobe- 
connect.com/p85wmgowofh/ 
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Stan  Black 


CSO,  Citrix 

Stan  Black  is  chief  security 
officer  at  Citrix,  a  leader  in 
mobile  workspaces,  provid¬ 
ing  virtualization,  mobility 
management,  networking  and 
cloud  services  to  enable  new 
ways  to  work  better.  He  over¬ 
sees  securing  all  facets  of  the 
company's  global  supply  chain 
and  ensures  Citrix  products 
and  services  are  delivered  to 
customers  securely. 
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visit  www.citrix.com/secure 
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Securing  the  Enterprise 

To  fend  off  today’s  threats,  build  a  culture  of  security 


Mobility  and  the  cloud  have  combined  to 
heighten  enterprise  data  security  risks. 
How  should  IT  respond? 

IT  is  always  in  a  state  of  transformation; 
mobility  and  the  cloud  are  simply  the 
latest  logical  evolution.  The  CSO  must 
enable  users  with  the  flexibility  of  the 
cloud  and  the  freedom  of  mobility,  while 
ensuring  the  protection  of  a  secure  enter¬ 
prise.  Because  mobile  computing  is  the 
highest-risk  environment,  it’s  critical  for 
IT  to  reduce  the  attack  surface  and  exceed 
enterprise  security  levels  for  mobile 
service  delivery. 

Corporate  culture  is  critical  to  protecting 
an  organization.  How  do  you  raise  the 
level  of  security  awareness  across  the 
company  -  and  for  what  must  individual 
employees  be  responsible? 

The  ability  of  employees  to  identify 
suspicious  activity  and  communicate  it 
directly  and  anonymously  has  increased 
dramatically.  Years  ago,  when  employeefs] 
in  a  company  saw  something  of  concern 
they  often  ignored  it.  They  didn’t  want 
to  get  involved  or  felt  their  participation 
would  be  an  annoyance.  Now  you  can 
anonymously  report  suspicious  activity 
via  social  media,  corporate  intranet,  or 
even  whistle-blower  sites  depending  on 
the  nature  of  the  activity. 

Successful  training  requires  comingling 
messaging  that  touches  employees’  profes¬ 
sional  and  personal  lives.  Because  the 
message  resonates  at  two  levels,  it  tends  to 
be  more  persistent.  Staff  members  apply 
what  they  learn  in  the  office  and  share  it 
at  home.  For  example,  although  phishing 
has  become  very  sophisticated,  so  that 
we  see  highly  targeted  emails  that  look 
genuine,  the  volume  of  staff  falling  for 
these  orchestrated  ruses  has  fallen  to  a 
small  fraction  in  less  than  a  year,  with  only 
a  modest  investment  in  education. 

In  addition  to  education,  IT  executives 


must  ensure  that  traditional  security  poli¬ 
cies  are  updated  to  meet  mobile  and  cloud 
initiatives,  enforce  security  policies  on  a 
consistent  basis,  and  use  security  software 
to  automate  policy  enforcement. 

The  era  of  big  data  is  upon  us.  Con¬ 
sequently,  CSOs  run  the  risk  of  being 
inundated  by  data.  How  can  the  CSO  gain 
control  and  find  what's  important  in  a  sea 
of  data? 

Controlling  big  data  starts  with  effective 
log  management  including  consistent 
tagging,  deduplication,  record  retention 
and  integrity.  Once  y  ou  understand  the 
categories,  such  as  access,  packet,  host, 
log,  netflow  and  syslog,  you  can  capture 
relevant  log  information  and  reduce  the 
information  you  retain  so  you’re  not  look¬ 
ing  through  a  sea  of  data.  But  you  can’t 
retain  all  your  data  forever.  You  have  to  set 
retention  rules  and  adhere  to  them.  Data 
destruction  is  part  of  record  retention 
and  it  is  critical  to  keeping  big  data  under 
control. 

What's  the  best  way  to  align  security 
strategy  with  business  goals? 

The  CSO  must  understand  what  the 
business  and  technical  requirements 
are  to  enable  the  organization’s  people 
to  be  productive  and  its  sensitive  data  to 
be  protected.  Then  the  CSO  must  deter¬ 
mine  how  corporate  security  services 
will  meet  those  requirements.  Customer 
assessments,  audits  and  questionnaires 
are  excellent  tools  to  identify  what’s 
needed.  The  CSO  should  use  information 
from  those  tools  to  map  out  requirements 
for  security  programs.  Security  is  all 
about  communication,  monitoring  and 
delivering  quality  service.  Monitoring, 
measuring  and  reporting  feedback  from 
the  business  will  ensure  security  services 
are  adapting  to  address  tactical  and  strate¬ 
gic  customer  goals.  ■ 
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IT  Fuels  Business  Change 

At  Global  Partners,  IT  teaches  its  vendors  how  to  be  strategic  partners 

BY  KENNETH  j.  PIDDINGTON 


Global  Partners  started  as  a  heating  oil  company  whose  technology 

strategy  was  limited  to  keeping  the  lights  on.  But  as  the  company  entered  a  period  of 
rapid  growth,  the  CEO  became  interested  in  what  IT  could  deliver. 


So  when  I  came  in,  it  was  with  the  mandate  to  reshape 
IT  from  a  utilitarian  function  into  an  agent  of  transforma¬ 
tion.  To  accomplish  this,  we  identified  technologists  who 
could  blossom  into  business-oriented  folks  with  a  front- 
office  technology  mind-set.  We  launched  an  education  pro¬ 
gram  and  overhauled  the  help  desk,  and  within  four  years, 
IT  became  a  vital  part  of  the  organization.  One  example 
is  a  new  line  of  convenience  stores,  where  we  partnered 
with  marketing  to  create  a  mobile 
payment  and  loyalty  app.  The  key 
was  to  build  that  partnership 
from  the  start,  as  opposed  to  let¬ 
ting  IT  be  an  afterthought. 

One  of  our  credibility-win¬ 
ning  moments  was  providing 
our  Branded  Fuels  Group  with  a 
real-time  dashboard  and  analyt¬ 
ics  capability.  We  knew  what  they 
needed,  figured  out  how  to  build 
it,  and  said,  “Here’s  a  present.”  As 
we  added  more  projects  like  that, 
we  won  more  credibility. 

To  move  on  to  bigger  accom¬ 
plishments,  though,  we  had  to 
increase  our  reliance  on  vendors, 
which  led  to  our  strategic  partner 
program.  For  many  CIOs,  interactions  with  vendors  are 
usually  either  sales  calls  or  attempts  to  resolve  complaints. 
But  we  needed  real  partners  who  understood  our  mission 

and  didn’t  just  want  to  sell  us  something.  That  meant  devel- 

* 

oping  a  new  way  of  building  relationships.  The  program’s 
goal  was  to  identify  which  vendors  were  willing  to  support 
our  mission  and  then  teach  them  about  our  needs  so  they 
could  deliver  a  real  solution,  not  just  their  latest  shiny  box. 

We  held  a  strategic  partner  summit  to  outline  the  pro¬ 
gram— our  requirements,  scoring  approach  and  reward 


structure.  We  served  a  big  dinner,  with  130  vendors,  busi¬ 
ness-unit  representatives  and  IT  folks  all  seated  next  to 
each  other  like  cousins  at  a  wedding.  We  provided  cheat 
sheets  for  our  internal  folks  so  our  messaging  was  consis¬ 
tent.  Our  vendor  list  shrunk  by  about  20  percent  in  that 
first  year;  some  companies  understood  what  we  needed 
but  couldn’t  provide  the  service. 

We  held  annual  summits  and  included  a  few  new  ven¬ 
dors  to  test  the  waters— do  they 
have  the  right  attitude,  are  they 
asking  the  right  questions,  are 
they  patient?  Building  the  right 
relationship  takes  time,  and  we 
built  that  time  into  the  process  in 
order  to  give  vendors  a  chance  to 
provide  greater  value. 

Many  IT  people  don’t  have 
experience  working  with  ven¬ 
dors  as  partners,  so  the  first 
year  was  hard,  but  ultimately  it 
became  second  nature.  We  saved 
a  few  million  dollars  in  that  first 
year,  plus  gained  hundreds  of 
hard-to-quantify  benefits.  We 
also  reduced  shadow  IT:  Now 
when  a  vendor  goes  around  IT 
to  the  head  of  sales,  for  instance,  our  business  colleagues 
are  so  in  tune  with  the  value  of  the  IT  relationship  that  they 
don’t  want  anything  to  do  with  the  vendor  directly.  And 
when  the  CEO  and  CFO  saw  the  results— fewer  complaints 
about  products  and  services,  positive  financial  impact, 
improved  IT  service  levels,  fewer  negotiations,  lower  main¬ 
tenance  costs— they  fully  supported  the  initiative. 


Kenneth  J.  Piddington,  former  CIO  at  Global  Partners,  is  a  member 
of  the  CIO  Executive  Council. 
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members  of  the  CIO  community. 

The  CIO  Forum  is  where  members  of 
the  CIO  community  can  connect  and 
collaborate  to  move  their  business 
technology  initiatives  and  careers 
forward.  If  you  are  a  senior  IT 
professional,  we’d  love  to  have  you  join — 
apply  for  membership  today. 
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Not  Just  Trucks  and  Grease 

Technology  has  turned  the  towing  business  into  an  information  business, 
according  to  Dave  Ferrick,  CEO  of  Agero  by  martha  heller 


How  is  technology  changing 
Agero  as  a  business? 

When  you  think  about  our  busi¬ 
ness,  you  think  about  tow  trucks  and 
wrenches  and  grease,  but  technology 
has  actually  made  our  business  very 
sophisticated.  We  are  crunching 
terabytes  of  data  and  know  where 
our  trucks  are,  who  they  are  towing, 
and  what  type  of  service  we  should 


provide  for  any  particular  customer. 

When  you  buy  a  new  car  and 
it  breaks  down,  you  do  not  have 
a  great  perception  of  that  vehicle 
brand.  But  if  we  are  able  to  provide 
excellent  service  in  the  name  of  that 
brand,  we  can  raise  brand  perception 
to  where  it  was  or  even  improve  it. 
We  are  finding  new  ways  to  use  data 
to  tie  together  all  the  constituents 
around  the  value  chain.  We  are  run¬ 
ning  a  very  important  relay  race  that 
involves  the  towing  service,  dealer¬ 
ship  and  a  brand’s  consumer  affairs 
people.  When  we  move  the  right  data 
through  that  value  chain,  we  have  a 
positive  effect  on  the  customer  expe¬ 
rience  and  retain  their  brand  loyalty. 

We  are  also  using  smartphones 
to  innovate.  Years  ago,  we  bet  on 


in-vehicle  telematics  and  sensors  to 
give  us  information  about  cars  and 
their  drivers.  But  we  now  see  the 
smartphone  as  the  most  powerful 
sensor  you  can  have  in  a  vehicle.  The 
very  devices  that  drivers  bring  into 
their  cars  can  do  a  lot  of  what  a  very 
sophisticated  in-vehicle  telematics 
device  can  do.  That  was  a  huge  “Aha” 
moment  for  us.  Smartphones  will  be 


the  basis  of  much  of  our  innovation 
over  the  next  few  years. 

Has  technology  innovation  cre¬ 
ated  any  challenges  for  your  role 
as  CEO? 

As  these  new  technologies  come  out, 
everybody  wants  to  try  everything, 
so  we  need  a  robust  process  to  boil 
the  options  down  to  what  will  have 
maximum  impact  on  our  custom¬ 
ers.  It’s  a  good  problem  when  you 
have  too  many  great  ideas,  but  I  find 
myself  saying  “no”  a  lot  more  often. 

We  are  a  big  company,  and  our 
technology  has  to  work  24/7.  If  our 
systems  are  down,  we  leave  our  cus¬ 
tomer  stranded,  so  we  cannot  get  too 
close  to  the  bleeding  edge. 

Our  approach  is  to  pick  a  client 


or  call  center  team  to  try  out  a  new 
technology  and  then  make  decisions 
about  how  to  scale.  I’d  rather  make  a 
lot  of  small  bets  before  making  one 
large  bet. 

Has  technology  changed  your 
leadership  style? 

I  find  myself  relying  more  and  more 
on  big  data  to  inform  my  decisions.  I 
spend  an  increasing  amount  of  time 
interpreting  data  to  understand 
which  items  really  require  action. 
For  example,  last  winter,  we  had  one 
of  the  coldest  winters  we’ve  had  in  a 
long  time.  I  knew  immediately  that 
our  call  center  volume  would  be  his¬ 
torically  high  and  that  we  needed  to 
look  into  ways  to  reach  an  unprec¬ 
edented  number  of  motorists.  We 
were  able  to  quickly  reach  out  to  our 
end  consumers  and  determine  their 
immediate  needs. 

Out  of  that  experience,  we’ve 
developed  sophisticated  algorithms 
that  will  tell  us  how  weather  condi¬ 
tions  will  affect  our  dispatch  volume. 
With  this  information,  Agero  can  get 
ahead  of  weather  patterns. 

During  that  cold  winter,  we  had 
solutions  ranging  from  opening  a 
new  call  center  to  giving  custom¬ 
ers  self-service  functions  online. 
Through  real-time  customer  data, 
we  concluded  that  customers  valued 
a  self-service  option  for  requesting 
assistance.  We  were  able  to  deliver 
just  that— quickly. 


Martha  Heller  is  president  of  executive 
recruiting  firm  Heller  Search  Associates 
and  author  of  The  CIO  Paradox.  Follow 
her  on  Twitter:  @marthaheller. 
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The  fastest  way  to  turn 
data  into  decisions. 

Some  dashboard  solutions  can  be  a  huge  drain  on  your  IT  team.  Dashboards 
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that  allow  anyone  -  from  human  resources  to  the  c-suite  -  to  build  intuitive, 
custom  dashboards  that  turn  mountains  of  data  into  better  decisions  at 
blazing  speeds. 
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The  Smart  Choice  for  Text  Retrieval®  since  1991 


Instantly  Search 
Terabytes  of  Text 

25+  fielded  and  full-text  search  types 

dtSearch's  own  document  filters  support  "Office,"  PDF, 
HTML,  XML,  ZIP,  emails  (with  nested  attachments),  and 
many  other  file  types 

Supports  databases  as  well  as  static  and  dynamic  websites 
Highlights  hits  in  all  of  the  above 
APIs  for  .NET,  Java,  C++,  SQL,  etc. 

64-bit  and  32-bit;  Win  and  Linux 

Ask  about  fu/ly-functional  evaluations 

www.dtSearch.com  i-800-it-finds 


MARKETPLACE 

• 


'lightning  fast" 

Redmond  Magazine 

'covers  all  data  sources' 

eWeek 


'results  in  less  than  a  second' 

InfoWorld 

hundreds  more  reviews 
and  developer  case  studies 
at  www.dtsearch.com 


dtSearch  products: 

Desktop  with  Spider 
Network  with  Spider 
Publish  (portable  media) 

Web  with  Spider 
Engine  for  Win  &  .NET 
Engine  for  Linux 

Document  filters  also  available 
for  separate  licensing 
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IT  careers 


With  100+  branch  offices 
located  across  the  US,  Experis 
US,  Inc.,  is  actively  recruiting 
Sr.  Applications  Architects 
(Job  Code  MKE410)  and 
Computer  Systems  Analysts 
(Job  Code  MKE420)  for  multiple 
job  openings.  Currently  we  have 
positions  available  within  the 
metro  Milwaukee,  Wl  area. 
Roving  employment  to  varying 
jobsites  throughout  the  US. 
Please  refer  to  job  codes  when 
submitting  resumes  to:  Experis 
US,  Inc.,  Attn.  Robin  Block,  100 
Manpower  Place,  Milwaukee, 
Wl  53212.  EOE/MF/DV. 


With  100+  branch  offices  located 
across  the  US,  Experis  US, 
Inc.  is  actively  recruiting  Mobile 
QA  Testers  for  multiple  job 
openings.  Currently  we  have 
positions  available  within  the 
metro  Milwaukee,  Wl  area. 
Roving  employment  to  varying 
jobsites  throughout  the  US. 
Please  refer  to  job  code 
MKE450  when  submitting 
resumes  to:  Experis  US, 
Inc.,  Attn.  A.  Rowley, 
100  Manpower  PI,  Milwaukee, 
Wl  53212  or 

mailto:swarkaske.resumes@man 
powergroup.com  .  EOE/MF/DV. 


Lead  Technical  Consultant, 

Job  location:  Charlotte,  NC  (HQ) 
w/  work-at-home  option  available 
for  all  cities  through-out  the  U.S. 
Duties:  Supervise  a  team  of 
delivery  engrs.  &  consultants, 
work  w/subordinates  to  forecast 
resource  needs  &  ensure  appro¬ 
priate  staffing  levels,  assist 
w/  recruitment  of  engineering 
team  members,  &  mentoring  for 
new  hires.  Represent,  present 
&  communicate  technical  solu¬ 
tions  company  on  a  business 
level  at  client  meetings.  Reqs: 
Bachelor  degree  or  foreign  equiv. 
in  Comp.  Sci.  or  rel.  Eng.  dis¬ 
cipline  plus  1  yr.  of  exp.  in  the  job 
offered  or  in  a  closely  related  IT 
Consulting  position.  Exp.  which 
may  have  been  obtained  concur¬ 
rently  must  incl.  1  yr.  exp.  as  a 
team-lead  or  supervising  engi¬ 
neers/consultants  &  1  yr.  of  exp. 
presenting  &  communicating 
technical  solutions  to  both  tech¬ 
nical  &  lay  audience.  Please  mail 
resume  to:  Ms.  Lindsey  Dulo, 
Dimension  Data  North  America, 
11730  Plaza  America  Dr.,  Ste. 
340,  Reston,  VA  20190 


Find  your 
ideal  job  at 
ITCareers.com 


CA  based  IT  Co.  has  multiple 
openings  at  various  levels  at 
itsTorrance  CA  headquarter 
and  unanticipated  locations 
across  the  U.S.  for:  Software 
Developer.  /Engr.  to  dev.,  cre¬ 
ate  and  modify  computer  appli¬ 
cations  software  &  specialized 
utility  programs  and  customize 
software  for  clients  Computer 
Prgmmr-  convert  &  code  project 
specifications  Sys.  Analyst, - 
analyze  user  requirements  to 
automate  &  improve  existing  sys¬ 
tems  &  computer  systems  capa¬ 
bilities;  analyze  commercially 
available  software  like  SAP/ 
Oracle;  Project  Mng’r,  Syst. 
Mn’gr.-  Coordinate,  direct  project 
activities;  Bus.  Anlyst-analyze 
business  &  other  data  processing 
problems  for  application  to  elec¬ 
tronic  data  processing  systems; 
Sys.  Engr.-  analyze,  design, 
develop  &  test  software  apps.  & 
test  &debug  computer  programs; 
Mgm’t.  Anlyst-  quantitative 
analysis,  of  bus.  &  investment 
information,  work  w /  financial 
information  for  bus  &  economic 
forecasts.  Travel  and/or  relocate 
required  to  unanticipated  client 
sites/locations  throughout  the 
U.S.  with  expenses  paid  by 
employer.  Please  send  resume 
with  position  desired  to:  Attn:  HR, 
RJT  Compuquest  Inc.,  23440 
Hawthorne  Blvd.  Suite  210 
Torrance  CA  90505 


Financial  Analyst  (Sacramento, 
CA):  Prepare,  examine,  and  ana¬ 
lyze  financial  statements  and 
other  financial  reports  to  assess 
accuracy,  completeness  and  con¬ 
formance  to  reporting  and  pro¬ 
cedural  standards,  survey  com¬ 
pany  operations  to  ascertain 
financial  needs  and  to  rec¬ 
ommend,  develop  and  maintain 
solutions  to  business  and  finan¬ 
cial  problems;  Interpret  data  on 
pricing,  yield,  stability,  future 
investment-risk  trends,  and  eco¬ 
nomic  influences  affecting  com¬ 
pany’s  line  of  business,  establish 
and  maintain  relationships  with 
company's  customers  and  pro¬ 
vide  assistance  regarding  finan¬ 
cial  questions  pertaining  to  com¬ 
pany’s  products’  prepare  charts 
and  graphs,  to  illustrate  financial 
reports  through  utilization  of  tech¬ 
nical  skills  such  as  ERP,  SCM, 
CRM,  Brand  Management,  SAP 
business  one,  and  SPSS 
(Predictive  Analytics  Software) 
and  analyze  financial  trends  in 
the  import/export  sector(s)  and 
provide  reports  to  management 
regarding  the  same.  Masters  in 
MBA,  Finance, Marketing,  HR 
with  12  months  of  experience  in 
the  related  field.  Apply  with  2 
resumes  to  Key  Business 
Solutions,  INc  4738  Duckhorn 
Drive,  Sacramento,  CA-95834 


Didn’t  find  the  IT  career 
that  you  were  looking  for? 


Check  back  with  us  for  fresh  listings 
placed  by  top  companies  looking 
for  skilled  professionals  like  you! 


lT|careers 


For  more  details,  contact  us  at: 
itcproduction@itcareers.net 
or  888-455-4646 
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Farm-Fresh  Data 


In  these  days  of  farm-to-table  restaurants  and  clean-eating  diets,  more  and  more  consumers  want  to  find 
out  where  their  food  comes  from,  but  it’s  not  always  easy.  Stonyfield  Farm,  a  privately  held  organic  yogurt 
maker,  has  created  online  maps  to  show  where  its  blueberries,  pomegranates,  milk  and  other  ingredients 
originate  using  Sourcemap,  a  social  network  for  supply  chains.  A  map  may  show  a  picture  of  a  blueberry 
in  Canada,  for  example,  and  name  the  farm  in  Quebec  where  the  berries  are  grown.  Yogurt  lovers  can  click 
to  read  about  Stonyfield’s  suppliers  and  their  practices.  Wood  Turner,  VP  of  sustainability  innovation  at 
Stonyfield,  says  the  interactive  maps  allow  the  company  to  get  closer  to  consumers  and  suppliers  alike. 
We’ve  been  laser-focused  on  organic  agriculture  and  food,  and  that  inherently  has  an  expectation  of  trace- 
ability  and  transparency,”  he  says.  Eventually,  Stonyfield  wants  to  provide  supply-chain  data  to  mobile 
devices  so  customers  can  learn  about  ingredients  while  they  shop.  — Lauren  Brousell 
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Designed  to  be  exceptional. 

Introducing  IBM  X6  systems. 

As  decision  makers  push  to  gain  deeper  insights  through  data  and  analytics,  the  demands  on  IT  increase 
exponentially.  These  mission-critical  workloads  need  to  be  delivered  faster,  more  cost-effectively  and 
without  interruption.  As  they  stand,  current  technologies  will  not  be  able  to  keep  up. 

Presenting  the  family  of  IBM®  X6  systems  for  rack  and  IBM  Flex  System?  Featuring  the  new  eXFIash 
memory-channel  storage  technology,  they  offer  lower  write-latency  compared  to  leading  PCI-E-based 
flash  storage,1  equipping  your  IT  infrastructure  for  mission-critical  workloads  well  into  the  future.  With 
enterprise  resiliency  and  innovative  design  that  delivered  three  #1  performance  benchmarks,2'3'4  X6  will 
give  you  the  agility  and  confidence  to  deploy  larger  applications,  including  through  the  cloud.  Powered 
by  the  latest  Intel®  Xeon®  Processor  E7  v2  Family,  X6  will  allow  you  to  build  a  completely  flexible 
infrastructure  that  is  responsive  to  the  speed  of  your  business. 


Learn  more  about  the  planned  acquisition  of  IBM  x86  systems  by  Lenovo  at  ibm.com/lenovo-acquisition 


Discover  how  the  fast,  agile  and  resilient  X6  systems  can  help  you  drive  faster  decision  making. 
Visit:  ibm.com/systems/newx6 


inside 


XEON 


'Based  on  preliminary  IBM  testing  of  x3850  X6  with  PCI-E-based  flash  storage  achieving  write-latency  of  15  ps  and  DIMM-based  flash  storage  achieving  10  ps  write-latency.  These  preliminary  results 
are  subject  to  change. 

IBM  System  x3850  X6  #1 4-socket  x86  result  TPC-E  of  5576.27  tpsE  @  $188.69/tpsE,  availability  04/15/14,  Microsoft  SQL  Server  2014  Enterprise  Edition  with  4  Intel®  Xeon®  processors  E7-8890  v2; 
total  #  of  processors:  4,  total  #  of  cores:  60,  total  #  of  threads:  120.  Source:  http://www.tpc.org.  Results  current  as  of  04/15/14. 

r,SPECvirt_sc201 0  #1  result  on  IBM  x3850  X6  (4  Intel®  Xeon®  E7-4890  v2, 60  cores,  4  chips,  15  cores/chip,  2  threads/core )  with  1 TB  memory  of  20810116  SPECvirt_sc2013@VMs  running  Red  Hat 
Enterprise  Linux  6.5  (KVM).  Source:  http://www.spec.org.  Results  current  as  of  04/23/14. 

IBM  System  x  #1  unclustered  TPC-H  of  519,976  QphH@1000  GB,  $1.36  per  QphH,  availability  04/16/14,  Microsoft  SQL  Server  2014  Enterprise  Edition  with  4  Intel®  Xeon®  processors  E7-8890  v2;  total  # 
of  processors:  4,  total  #  of  cores:  60,  total  #  of  threads:  60.  Source:-  http://www.tpc.org.  Results  current  as  of  04/15/14. 

IBM,  the  IBM  logo  and  IBM  Flex  System  are  trademarks  or  registered  trademarks  of  International  Business  Machines  Corporation,  registered  in  many  jurisdictions  worldwide.  Other  product  and  service 
names  might  be  trademarks  of  IBM  or  other  companies.  For  a  current  list  of  IBM  trademarks,  see  www.ibm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are  trademarks  or 
registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  ©  International  Business  Machines  Corporation  2014.  All  rights  reserved. 


The  NFL  runs  on  NetApp, 
the  world’s  #1  storage  OS? 

Yep,  NetApp. 

netapp.com/nfl 

#NetAppNFL 

The  Official  Data  Storage  Provider  of  the  NFL 

NetApp 


?01<J  NolApp  All  rights  roscivud.  Specifications  are  subject  lo  change  without  notice.  NetApp,  the  NetApp  logo  and  Data  ONTAP  are  trademarks  or  registered  trademarks  of  NetApp,  Inc.,  in  the  United  States  and/or  other  countries.  All  othej 
brands  or  products  are  trademarks  of  registered  trademarks  of  their  respective  holders  and  should  be  treated  as  such.  Source:  NetApp  Internal  estimates,  December  2013:  VNX,  VNXe.  Celerra  NS  can  run  any  of  Flare  and  Dart  Operating  Systems) 
Contribution  of  these  products  to  the  OS  share  has  been  estimated  based  on  the  proportion  of  NAS  and  SAN  installations  in  these  products  (NAS  -  Dart;  SAN  -  Flare). 


